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OF PARTICULAR INTEREST 
TO LEAD TUBE USERS 


The new shoulder decoration for 
Gourielli Brushless Shaving Cream 
adds a colorful note of distinction to 
enhance the sales appeal of another 
quality product packed in Wirz tubes 
Decorated shoulders eliminate the 
unsightly appearance of plain lead 
ol dali aM le Me Ta he) 
vorable atmospheric conditions, etc 
Tol MLM teamed ltl. mel 
tin tubes. You can add a new dimen- 
SMELL Melo) to1 MoM Zoltan del: tts 
with convenient attractive collapsi- 
ble metal tubes by Wirz. Full infor- 
MMe Ms ToT e Ts 
folder—yours for the asking 








161 SIXTH AVE., NEW YORK 13, % 
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MYSORE 


SANDALWOOD OIL 


Since 1913, when the Mysore Department of 


Industries was instituted, the industrial 
and agricultural development of My- 
sore has gone steadily ahead. Plans to 
develop Mysore’s vast resources will con- 
tinue a record of progress that has earned for My- 


sore its proud title of “The model state of India.” 


One of the most famous of Mysore’s many prod- 
ucts is Sandalwood—Santalum Album 
(Linné). Obtained from selected My- 


sore heartwood, Genuine 


Mysore 
Sandalwood Oil, distilled at our 
Linden, N. J., plant, is the chosen standard 


of purest quality by all leading Perfumers. 


“I Ofdefte Effence Piftilttrs” 


Ww. JI. BUSH & CO. 


INCORPORATED 


Essential Oils ° 


19 WEST 44th STREET, NEW YORK 36, N. Y. 


LINDEN, N.4J. ° 


NATIONAL CITY, CALIFORNIA °* 


Aromatic Chemicals * Natural Floral Products 


@ MUrray Hill 7-5712 


LONDON * MITCHAM * WIODNES 





American Distilled Oils 
















Produced at our Brooklyn Factory | 


OILS 


CLOVE BALSAM PERU OPOPONAX 

NUTMEG CELERY PIMENTO 

ORRIS LIQUID, Conc. GERANIOL OLIBANUM 

STYRAX CITRONELLOL SANDALWOOD 

CASCARILLA PATCHOULY | 


also LINALOOL . CITRAL ° EUGENOL * RHODINOL 


RESIN LIQUIDS 


1 


OLIBANUM STYRAX 

LABDANUM BALSAM PERU 
OPOPONAX BALSAM TOLU : 
ORRIS BENZOIN TONKA | 


Essential Oils @ Aromatic Chemicals e@ Perfume Materialg @ Colors 


OFFERING ROSE ABSOLUTE 


Years of continuous quality service— 
suppliers and manufacturers of— 


Essential Oils * Aromatic Materials - Flavors 


HSN ee SS ESA 


427 WASHINGTON ST., NEW YORK 13, N. Y. 
Chicago Los Angeles Son Francisco Montreal Philadelphia © Toronto 
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Any man with business on his mind puts his mind on his 
business paper. The Best Informed Men in your Field 
somehow find time . . . even when time’s their scarcest 
commodity... to read, not a page or two, but thoroughly 

. not now and then, but regularly. Such reading pays 
off in new ideas, fresh approaches to tough problems, a 
constant touch with the market. To you, it can mean 
saving hours, cutting costs, finding better ways to do a 
job, keeping pace with new products, new materials, new 
tools. This business paper of yours is all business —your 
business. It follows the findings of the top men in your 
field . . . reports their most successful ideas . . . drops the 
solution to many a problem right into your lap. Be sure 


actual case studies written by the top men in the 
field of perfumes, drugs, cosmetics, soaps, flavors, and es- 
sential oils. Each month the editors of American Perfumer 
seek to print the outstanding features and the latest news 
pertinent to your business. In the September issue you'll 
read a typical line-up of articles of interest to you. Among 
the contributors will be many names familiar to you 
through their prominence in the field. 
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(His business paper . . 


and Essential 


48 West 38th Street — New York 18, N. Y. 
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One of a series of advertisements prepared by THE ASSOCIATED BUSINESS PUBLICATIONS 


. of course)* 


to read every issue . . . cover to cover. . . editorials and 
advertising. Both are jamful of news and “how-to” that 
will keep you one of the Best Informed Men in your 
Field, too. 


The business paper in your hand has a plus for you, because it’s 
a member of the Associated Business Publications. This means it is 
a paid-circulation paper which must earn its readership by the 
quality of its editing. It is one of a leadership group of business 
papers that work together . . . in editorial conferences and many a 
study and service project to add new values, new usefulness, 
new ways to make the time you give to your business paper still 
more profitable time. 
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NEXT ISSUE the Best Informed Men in your Field will be reading . . . 


In addition, the September Sampler will appear as a regu- 
lar monthly feature, helping reader and advertiser alike. 
Reading is learning. You'll learn more about your field— 
and remain one of the best informed men in your field 
—by reading this and every issue of 


THE AMERICAN PERFUMER 


Oil Review 
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, Based on recent research findings from Hercules and Bi 
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f Foster D. Snell, Inc., it lists the special advantages 


of cellulose gum in toothpaste formulations. 
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4 HERCULES POWDER COMPANY Cellulose Products Department, 924 Market Street, Wilmington 99, Delaware 
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RICH FOR BD creatively ENGINEERED CONTAINERS 


GOLDEN METAL 
PURSE STICK CONTAINER 


With the single push-up, 
push-back seal that permits direct 
filling without use of molds or foil. In 2 sizes. 


The perfect purse container 

for Lotions, Cream Sachets, 

Liquid Soaps, Deodorants, etc. 

Leak-proof plastic bottle with 

sure-acting dispensers covered 
with gold metal cap. 


The magic, purse-sized 
perfume flacons still making sales history. Avail- 
able in a number of new style-setting designs. 


*Trade Marks 


a 
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The Odor of Beauty 


While beauty has no distinctive fragrance, a proper fragrance 
always adds to beauty and desirability. 
To enhance your product, you must have the proper fragrance to point 
up its qualities, increase its desirability and assure its success. 
A vast array of such Synfleur fragrances is available to fill 
your every need—whether to make an old product new or a new product better. 
Synfleur skill and creativity have been enriched and proven by 
more than 63 years of successful experience. Synfleur can supply 
the right fragrance at the right cost for all types of soaps, toilet 
preparations and cosmetics. Take advantage of this 
skill for the enhancement of your product. 
Our creative perfumers and laboratory staff can help you 
with your fragrance problems. Call upon them today. 


Founded 1889 by Alois Von Isakovics 


nfleur Screntiric LABORATORIES, INC. 


me wes ie eet CO, WN. Y. 





FOR Superior Quauity 


‘A’ ror Unmatched ciaery 


My 
e{ » FoR Consistont uniFoRMity 
a 


8 out or 10 suv... 
EXCHANGE OIL of LEMON 


When any product sells four times as well as all of its competition combined, 
that’s a sure sign of quality. No product can hold such a dominant sales position 
year in and year out unless it fulfills all of the exacting requirements of thousands 
of quality-conscious buyers. Exchange Oil of Lemon does just that... with a con- 
sistency and regularity that have made it the standard in its field. So little Lemon 
Oil goes so far, why risk buying anything but the best? 


Always specify it by the brand name when you order— 


7 


exclusively by 


> 4 
ea IS | IR Jf ey 
DODGE & OLCOTT, INC. 
180 Varick Street, New York 14, N. Y. tt = SUNKIST GROWERS 
PRODUCTS DEPARTMENT 
FRITZSCHE BROTHERS, INC. ONTARIO, CALIFORNIA 


76 Ninth Avenue, New York 11, N.Y. 


Lal 


4 Oa, GG ae ale 


Distributed in the United States 


Producing Plant: 
Exchange Lemon Products Co. 
Corona, California 
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‘de we seem overly fussy about the 
small details of manufacture, produc- 
tion and control, it is because long ex- 
perience has convincingly shown that 
this aim for perfection, even in little 
things, is the one added ingredient that 
tends to make FRITZSCHE materials 
consistently superior and more depend- 
able. 


CREATORS eof MADE-TO-ORDER FRAGRANCES 
for PERFUMES, TOILETRIES and COSMETICS 


2 
ODORANTS and DEODORANTS for INDUSTRIAL ond TECHNICAL USE 
* 


SUPPLIERS of AROMATIC CHEMICALS, BASIC 
PERFUME and FLAVOR RAW MATERIALS 
é 


FRITZSCHE & . 


PORT AUTHORITY BUILDING, 76 NINTH AVENUE, NEW YORK 11, N. Y. 
BRANCH OFFICES and *STOCKS: Aslenta, Georgia, Boston, Massachusetts, * Chicago, Ulinois, Cincinmati, 
Obio, Cleveland, Obio, “Los Angeles, California, Philadelphia, Pennsylvania, San Francisco, California, 
*St. Louis, Missouri, *Toronto, Canada and *Mexico,D.F. PACTORY: Clifton, N. j. 








PROBLEMS AND GOOD WILL... 


We LIKE the customer who comes to us and says 


frankly: “We've got a problem. . . . maybe you can 
help us.” That customer affords us considerably more 
Opportunity to render a measurable service than does 
the buyer who knows precisely what he needs and asks 
merely that we take his order and deliver the goods. In 
most cases we ¢an assist the customer with his problems, 
be they perfume, flavor or technical, and this inevitably 
leads to a closer and more helpful relationship. . . . 
a surer understanding of his needs and a better com- 
prehension of what we and our laboratories can do to 
improve his product and promote his interests. Such 
advantages are mutually worthwhile. But from a strictly 
selfish point of view, the customer's request for assist- 
ance enables us to build a measure of good will that 
would—under ordinary conditions—take years to culti- 
vate. So, we do like the customer who, with confidence, 
accepts our aid in solving any of the problems of taste 
or smell that may confront him. We hope, of course, 
that he, too, eventually, will come to know his exact 
requirements so well that to serve him properly will be 
a mere matter of taking his orders and delivering the 
goods—dependable, carefully selected, rigidly con- 
trolled, meticulously packaged FRITZSCHE goods! 


FRITZSCHE BROTHERS, Inc. 





HIDING DISTASTEFUL FLAVOR.... 


The faintly flavored capsule provides one method of administering a distasteful dose 
and avoiding its contact with the patient's rebellious taste buds. But unpleasant medici- 
nal flavors are not always so easily hidden, as for example, emulsions of certain ton- 
ics. Special skill in flavor blending to mask the taste is sometimes the manufacturer's 
only alternative. We have that special skill within our organization and it is yours— 
the pharmaceutical manufacturer’s—if you will but take us into your confidence 
and let us carefully study your problem before introducing your new product. Modern 
flavoring techniques provide a safe, sure approach to the production of more palat- 
able medicinal products. We invite a private consultation concerning yours. 


FRITISCHE »-~- 
it 


urmmmnse e a Ay ft 
met Se as A 9 oa” fue. 
PORT AUTHORITY BUILDING, 76 NINTH AVENUE, NEW YORK 11, N. Y. 
BRANCH OFFICES aud *STOCKS: Atlanta, Georgia, Boston, Massachusetts, *Chicago, llinois, Cincinnati, 


Obie, Cleveland, Obio, *Los Angeles, California, Philadelphia, Pennsylvania, San Francisco, California, 
*St. Louis, Missouri, *Toronto, Canada and * Mesa.co, D. t FACTORY: Clifton, N. | 
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Specify Hystrene 


Hystrene” stearic acids are virtually devoid of color or odor. This exceptional 
purity is carried over into esters made from Hystrene . . . means substantial 
improvement in shelf-life and sales-appeal in a wide variety of finished products! 
Be sure your stearic acid esters are made with Hystrene. Then you can be sure 
that the trouble-making impurities common to other stearic acids are 
eliminated—and along with them many a problem of final formulation. 

Hystrene stearic acids are noted for their outstanding heat stability and their 
unvarying uniformity in shipment after shipment. They set new standards for 
purity in stearic acids, and give manufacturers a new slant in the solution of major 
problems of uniformity in their own products. 

There is no premium price on Hystrene stearic acids. Research sample 


mri available—write today for further information. 


I 
rade Mark of Trendex Co., Mfrs 


Industrial Chemicals Department 


ATLAS POWDER COMPANY 


WILMINGTON 99, DELAWARE + OFFICES IN PRINCIPAL CITIES 


ATLAS POWDER COMPANY, CANADA, LTD., BRANTFORD, CANADA 
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Specialists in fine cosmetics 
are at your service. 


Experienced workers 
prepare your products. 


Cosmetics made by Avon 
bring you repeat sales. 
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More Sales by having your products made 


by the PRIVATE BRAND DIVISION 


OF AVON PRODUCTS, INC. 


The increased volume you want— 
whether of fine cosmetics or toiletries 
you now make, or of new products— 
can be handled confidently, without 
further plant investment on your part, 
by entrusting their production to 
Avon. 

The experienced staff of Avon workers, 
directed by internationally-recognized 
cosmetic technicians, can produce for 
you cosmetics and toiletries that are new 
and repeat sales builders. 

Your products will get the same atten- 
tion to quality that distinguishes Avon's 


eB 


C0H0 


present production of many well-estab- 
lished private brands. You have available, 
if you wish, the product and formula 
assistance of Avon specialists in every 
branch of cosmetic and toiletries pro- 
duction. With more than 60 years of 
experience in the field... an experience 
difficult to match elsewhere ... Avon is 
prepared to produce quality products 
that invite more sales for you. 

Call or write Avon for complete infor- 


mation and production data concerning 


the specific toiletries or cosmetics on 
which you seek greater volume. 


VOM TS Ne. 


30 Rockefeller Plaza, New York 20, N. Y. 


Strategically Located Plants & Laboratories 


Suffern, N. Y. ¢ Pasadena, Calif. « Montreal, Canada 





A NEW PERFUME OIL 
CONCENTRATE... 
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WCU Me Celie atu tee M el lat tei mies heals ee a ae dt 
This light, gay, French-type fragrance is ideal for perfumes, toilet waters, stick colognes, 
sachets, powders, hand lotions and creams. Cherine’s pleasing feminine 
fee eel ee me Mmm SMEs: NM m lie tat) 
per pound makés it extremely economical to use in all of your cosmetics. 


We'll be glad to send you samples for your own tests . . . no obligation, of course. 
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Try our excellent substitutes 


BERGAMOT SRD EXTRA 
GERANIUM 1621 IMITATION 
YLANG YLANG TAMATAVE 
SUPERIEUR 


GENERAL OFFICES 
366 MADISON AVENUE, NEW YORK 17,N. Y. 


SOLE AGENTS IN UNITED STATES AND CANADA FOR 


GRASSE (A M) FRANCE ARGENTEUIL (S. & O.) FRANCE 


If cost fluctuations give you a 


Rovure-Duvponrt, INc. 


ESSENTIAL OILS, AROMATIC CHEMICALS AND PERFUME BASES 


CHICAGO BRANCH LOS ANGELES BRANCH 
10 NORTH DEARBORN 5517 SUNSET BOULEVARD HOLLYWOOL 


ROURE-BERTRAND FILS et JUSTIN DUPONT 
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There are many types of beauty. 

There are many types of beauty preparations. 
And there are many types of glistening H-A 
cosmetic contaiers to complement your 


product and to compliment the buyer on 


Rille. Presents 
“THE WINNING TIGKET” 


for your products 


“Our Research Laboratory Is at Your Service”’ 


Dr. ALEXANDER KATZ & Co. Division of 


FRITTER & C0. 


LOS ANGELES 39 


Chicago 43 
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Delaney Reports 


By the time this is in print, the 
report of the Delaney Committee 
will have been seen and read by 
all. Among the recommendations 
made by the Committee is pre-test- 
ing of cosmetics along the lines 
that all had suspected, namely, 
similar to new drugs. Again the 
phobia of ingredient declaration 
on the package has been brought 
up, and in addition soaps are in- 
cluded together with some recom 
mendations on hair dyes. Estro- 
genic hormone preparations get 
special consideration although one 
questions the statement that “cases 
of estrogen poisoning have resulted 
from the use of these preparations 

": while it is true that some wit- 
nesses felt they should be sold on 
prescription, there were also some 
witnesses who were experts—pos- 
sibly more expert—who thought 
them to be harmless. 

This department has felt all 
along that a “new drug” applica- 
tion used on cosmetics solves no 
problems. It doesn’t even solve 
drug problems. Witness the cur 
rent hassle on blood disorders re 
sulting from an “approved new 
drug,” namely  chloromycetin. 
Many products can be found sate 
when tested on limited groups, but 
when they get out into large scale 
usage, as do cosmetics, one is 
bound to run into allergic re- 
sponses that might never be discov 
ered in ordinary pre-testing. Of 
course, there is nothing to prevent 
FDA (should such a law be pro 
mulgated) to seize as dangerous a 
product on which it has granted an 
effective “new cosmetic applica- 
tion,” as it did in the case of a re- 
cent drug product—even though it 
was a mistake on the part of FDA 
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to make the seizure. Unfortunately, 
the press reads only the seizure no- 
tice and not the apology that 
follows. 

Well, Mr. Delaney’s report was 
pretty much what we expected and 
it is hoped that Congress will feel 
as did one of the Committee, that 
the report was of an “alarmist” na- 
ture. Many members of the indus- 
try feel that the Committee hear- 
ings were definitely Russian in fla- 
vor. Listening to them myself, I got 
the same reaction. 


Estimating Amyleinnamic 


Aldehyde 


Writing in Chemistry and Indus- 
try, Herzka recommends the fol- 
lowing method by which he gets 
consistent results. He finds the Es- 
sential Oil Association method im- 
practical because of the rapid de- 
terioration of the hydroxylamine 
solution. Instead, the method of 
Reclare and Frank using a neutral 
hydroxylamine hydrochloride solu- 
tion, reacting for twenty-four 
hours with the aldehyde in a stop- 
pered reaction § flask, protected 
from light at temperatures be- 
tween 19 and 21° C, titrating with 
standard alcoholic potassium hy- 
droxide using bromophenol blue 
as indicator against a white illu- 
minated background, gave consist- 
ent results. The method of Reclare 
appears in the contemporary 
P.E.O.R., 29, 212, 1938. 


Aluminum Stearate Gels 


Many cosmetic chemists have 
toyed with the gelation of various 
oils with types of aluminum stear- 
ate. The one most often used is the 
monostearate. 

It isn’t as simple as dissolving a 





M, G. deNavarre at work in his laboratory 


given weight of aluminum mono- 
stearate in an oil. Bleeding, crack- 
ing and loss in gel formulation o1 
viscosity are all affected by the tem- 
perature at which the product is 
made and how it is handled from 
that point on. Overheating has an 
adverse effect. 

So if you don’t get what you 
want on the first try, check the vari- 
ous angles before discarding youn 
experiments. 


No More Lanolin 


Everyone knows that lanolin is 
obtained by refining the grease as- 
sociated with wool as a natural se- 
cretion of sheep. We know that 
there hasn’t been much_ wool 
washed lately and lanolin has been 
in tight supply. 

But what of the day when the 
many synthetics, already on the 
market, rep!ace wool. There will be 
no more wool grease and, of course, 
no more lanolin. Has anyone given 
that matter a thought? 

Lanolin has become one of the 
bulwarks in the cosmetic industry. 
It would be as serious not to have 
lanolin as it would be not to have 
mineral oil. 


Moisture Tester 


Our laboratory has had a chance 
to determine the usefulness of a 
moisture tester that operates from 
standard electric line that uses two 
needles as electrodes. These are 
placed into the object under test 
and a direct reading of mois- 
ture content is made from the 
instrument. 

The unit, in our experience, has 
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Sheffield—first to put toothpaste in 
tubes, in 1892—has served packag- 
ers for over half a century in pro- 






















Three Big Advantages of Using An 
Independently-Owned Company 





detien tittioen al uduan tes 1. Your Order Ils Important Regardless of Volume 
U _ S : : é 

g Sheffield’s business has prospered through de- 
MEDICINAL ointments—salves pendable service to everyone. Small, medium, 


jellies—extracts. \ and large volume users all receive the same im- 
partial and loyal service. 

DRUG AND COSMETIC pastes You Benefit Through Wider Research 

—creams—shaving preparations Sheffield has always sold to everyone on the 

deodorants—depilatories. open market. Consequently, Sheffield has the 


experience of wider association and research in 
INDUSTRIAL AND HOUSE- all phases of tube packaging in hundreds of 
HOLD cements—adhesives—com- 


specialized fields. 
pounds—greases—paints—fillers 3. You Put Proven Know-How On Your Team 
food pastes, syrups, and creams. 


Quality Control methods, continuity of skill in 
manufacture, and generations of packaging ex- 
perience are at your instant call. 

Only Sheffield offers such a complete service: tube manu- 


N 


All types of tin, tin-coated, alumi- 
num, lead, and Sheffalloy tubes. Free 
samples and catalog. Remember, 





satay oe. in Sheffield 1 net. sees facture, supply of matching tube cartons, shipment of 
your product a container that is .. . your completed products direct to your markets. Specify 
Sturdy *¢ Safe * Sanitary * Smart ~ on Q : / 
+ Gomeeions Sheffield Tubes. It pays to use the best. 


THE SHEFFIELD TUBE CORPORATION 


HOME OFFICES - NEW LONDON, CONN. SHEFFELY “PROCESS 
W. K. SHEFFIELD, Vv. P or oo Se ol T. C. SHEFFIELD TrYUBeEs 
NEW YORK 18, N. Y., 500 Sth AVE CHICAGO 16, ILL., 3132 CANAL ST LOS ANGELES 38, CAL., 7024 MELROSE AVE 












EXPORT: 500 FIFTH AVE. N.Y. CABLE “DENTIFRICE’, NEW YORK 
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test. usefulness in products 
with low moisture content, but not 
creams and lotions. One cannot 
vet duplicable results. It is in talc 
and face powder that there is real 
application, as there is in paper 
and similar materials that contain 
a low amount of water. 


Hydrogenated Castor Oil 


Once the patent obligations un- 
der the Fiero patent on the use of 
hydrogenated castor oil in cosmet- 
ics are established, this material 
might find wider use in cosmetics. 
It seems like a natural product fon 
lipsticks and other stick cosmetics, 


but people shun from using it. It 
has a melting point of 84-87° C; one 
can see that its use as an extender 
for carnauba wax is natural. It 
blends readily with beeswax and 
lanolin. 


Special Metal Stearates, etc. 


For those interested in further 
testing the efhciency of special 
metal stearates and more particu- 
larly metal derivatives of behenic 
or montanic acid, a German source 
of supply now offers a number of 
these products as derivatives of the 
respective acids in the aluminum, 
calcium and zinc salts. 


Questions and Answers 


966: Hair Dye Formulae 


Q. Our present hair dyes are based 
on para phenylenediamine HC] 
shaded with resorcinol and para 
aminophenol HCl. These colours 
are oxidized with 20 vols. H.O.. 
Our difficulty with these dyes is 
their rapid fading from the hair: 
three or four weeks and the hai 
requires re-dyeing. We employ a 
sulfonated castor oil as wetting 
agent and about three per cent 
anhydrous sodium sulfite preserva- 
tive. 

Our experiments on bleaching 
and dyeing at the one applic ation 
have been confined to using 50 vols. 
H.O, as the oxidant or a similai 
amount of urea peroxide. 

Che following are the ingredients 
we use for our light brown dye: 

Para phenylenedi: imine, water 
filtered, acid hydrochloric N/I solu 
tion, 4-amino diphenylamine HCl, 
ammonia fort., sodium sulphite an- 
hydrous, resorcinol, alcohol, glyc- 
erin, sulfonated castor oil, perfume 
water, filter. 

We are now testing this dye using 
16 vols. H,O, in place of 20 vols. 

have used as a developer. We 
find acid thioglycolic prevents oxi- 
dation completely but the odor of 
sulfide is apparent after a_ few 
months. 


Blue Grey Shades & Ashen Shades 
For White Hair 


We have been experimenting 
here using a combination of para- 
phenylenediamine and meta _ phe- 
nylenediamine without resorcinol 
or 4-aminodiphenylamine in the 
foregoing formula. We get a bright 
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blue, but this fades quickly to 
brown. Using catechol (1:2 dihy- 
droxy benzene) we get a duller blue 
but this also fades to brown. Can 
you make any suggestion to secure 
permanent blue-grey and also ash 
brown shades? 


Blonde 


We use 20 gms of para amino- 
phenol HCI in the foregoing for- 
mula for a reddish blonde shade 
with no other dyestuffs; this gives 
an excellent even shade, and can 
be applied to roots, lengths, and 
ends of hair at the same time, even 
when permanently waved, without 
any signs of the streakiness or dark- 
ening of the ends of the hair which 
always results when using PPD. It 
would make an excellent shampoo 
type of dye but we have trouble 
with {; iding and also have been un- 
able to secure ash blonde or ash 
brown shades with this material. 
Can you suggest any dyestuffs to 
modify the shade? 


Bleaching and Dyeing in One 
Operation 
Can you make any suggestions 
along the line we should work to 
secure a product similar to the 
American “Miss Clairol” Dye? 
R.C., Norway 


1. After study and discussion with 
dye experts here, we are pleased to 
comment on your hatr dye and 
questions raised in your letter. 
The formula you have been using 
is basically wrong in many respects. 
In the first place, sulphonated oils 
in the form of oil shampoos are 
used in the beauty shops to lighten 
dyed hair. This material in. your 





hair dye will not produce lasting 
shades. We would suggest the use 
of an alkanolamide such as Alrosol 
or Ninol, imstead of the sulpho- 
nated castor oil. 

Sodium sulphite should be used 
in the formula to the extent of ro 
per cent of the p-phenylene diamine 
used. It is also unnecessary to add 
HCl to the formula. It is obviously 
being used to facilitate solution of 
the 4-aminodiphenylamine HCl, 
but all the intermediates should 
dissolve in the hot dye base. 

Color fastness can be greatly im- 
proved by the use of certain inter- 
mediates but this is information 
which we cannot reveal at this time. 
Ammonia should be added to the 
dyes so that the pH is in the range 
of 9.2 to 9.6. Ammonia must not be 
used in the blue grey shades since 
this is what is causing the blue 
color to fade to brown. To get ash 
blonde shade, we suggest that 
o-aminophenol be used with p-phe- 
nylenediamine and resorcinol, 
P-aminophenol cannot be used 
alone to produce a_ satisfatcory 
shade; p-phenylenediamine should 
be used in every shade to impart 
added color fastness and fiber affin- 
ity to the dyes. 


967: Lotion Ingredients 


We desire to put together a 
thick, opaque lotion with a some 
what mucilaginous feel containing 
the following ingredients: 

Carragheen type gum 114%, 
lanolin 307 ©» glycerin, thickener and 
opacifier, such as one of the self- 

emulsifying stearates and water. 

The lanolin must be held in an 
oil-in-water emulsion to overcome 
an oily feel when rubbed on the 
skin. The desired a of the finished 
lotion is 4.5 to 5.5. What would you 
recommend as a_ stabilizing and 
emulsifying agent? 

M.C.R., New York 
1. We would think that poly- 
ethylene glycol goo monostearate 
would be a good emulsifier for the 
type of product you have in mind. 
Another idea that might be he Ipful 
would be cera emulsificans, which, 
as you know, is essentially a 90 per 
cent mixture of cetyl and stearol 
alcohol and ro per cent of sodium 
lauryl sulfate pure. However, this 
emulsion is best made with propy- 
lene glycol, but will work well with 
glycerin. We would suggest that you 
try about 3 per cent of one of these 
emulsions with the other ingredi- 
ents which you mentioned and 
buffer back your lotion to the de- 
sired pH with something like citric 
acid, 
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PRODUCTS AVAILABLE 
FROM P. ROBERTET 


INCLUDE: 


ESSENTIAL OILS 
Clove 
Geranium 
Lavandin 


Lavender 
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THE NEW YORK OFFICE OF P, 


FIXATIVES 
Cistol 
Olibanol 
Peruviol 


Tolurone 


The finest natural raw 











materials for your 
Perfumery, Soaps 


and Cosmetics... 


RESINOIDS 
Castoreum 
Civet 100% 
Labdanum 
Oak Moss 


P., Robertet Ine. 125 East 23 Street - ORegon 3-7585 


ROBERTET & CIE. © Grasse, France 
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Use of Synthetic — 






AUGUST, 1952 


* 


the Composition of French 
Luxury Perfumes 


LOUIS BORNAND* 





HE employment of synthetic aromatics in the 

creation of French luxury perfumes is well known. 

The use of synthetics in the creation of perfumes 
has opened three new chances of achievement to the 
specialist: 

Flower fragrances that exist in nature but are im- 
possible to derive from any natural products, may now 
be compounded. It is superfluous to say that some flower 
perfumes of extraordinary loveliness cannot be obtained 
by the extraction or distillation of the blossoms. The 
captivating fragrances of lilac, lily-of-the-valley, carna 
tion, etc. can only be prepared by employing synthetic 


*Originally published in La Parfumerie Moderne Vol. 43, No. 22, pp. 54-60, 


1951. Condensed and translated by Margaret Neurath. 
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aromatics which are—more or less—accompanied by 
natural oils. 

2. By the aid of synthetics almost all odors occurring 
in nature can be matched at a reasonable cost. Even 
though the near-equivalents may not always be up to 
par in refinement and odor complexity, their power is 
equal o1, even, superior to that found in natural oils, a 
factor that warrants widespread use of these odors in 
every field of perfumery and toilet goods manufacture. 
3. Entirely new odors which do not occur in nature, 
may be created. 

The development of the art and science of perfumery 
since the beginning of the twentieth century was due to 
several factors of a technical, as well as psychological, 


nature. 
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One main advantage of synthetic perfume ingredients 
is their constant quality which lends itself easily to 
standardization. Since a long time before their advent, 
perfumers have been aware of the difhculties encoun- 
tered in working with natural oils whose standard qual- 
ity could only be maintained through the specialist's 
olfactory sense, and the practice of innumerable cutting 
and mixing procedures. This is why the perfumery 
houses of Paris were first to utilize the synthetic aroma- 
tics offered by a newly-born industry: these oils were, 
indeed, suitable to counteract the difficulties known so 
far. Moreover, they offered the perftumers an opportun- 
ity to enhance and enrich their products with new 
fragrances, a new strength, and a series of new odor 
notes that were entirely their own. 

Thus, Floramy by L. T. Piver was a new type per- 
fume, owing to its content of methyl nonyl acetic alde- 
hyde. Trefle Incarnat by the same house was another 
novel creation owing to its content of amyl salicylate, 
an original preparation by Darzens. Quelques Fleurs 
was benefitted by lilac and other synthetic fragrances, 
Chanel V attained its success by incorporating consid- 
erable dosages of the aldehydes that had, so far, only 
been used in hard-to-detect, minimum additions. 

It is the belief of many French perfumers that the 
modern olfactory sense enjoying these creations, is the 
result of a revolution in styles as important as was the 
start of impressionism, or, cubism, in painting. To some 
extent the perfumer has switched away from nature, 
evading his floral reminiscences in order to achieve—by 
the use of synthetic plus natural oils—an entity of 
chords in a new tonality which, due to its wealth and 
harmonious beauty, has fostered the success of the great 
modern perfumes of France. 

Today we could not work without the synthetics; 
they permit the perfumer to attain his personal ideas in 
every field and type of product and present an ever- 
increasing stock of ingredients made available by mod- 
ern science. To a large extent, the tremendous upsurge 
of the perfumery and related industries in the first half 
of this century is due to the widespread distribution, 
which these lower-priced products of unusual character 
and high quality have initiated. 

To the French, a modern perfume is a harmoniously 
blended, perfectly balanced mixture of both synthetic 
and natural oils, whose individual merits the artist has 
thoroughly explored. 

Nevertheless, to the French viewpoint, the perfumer 
is not only a colorist adjusting wave lengths; his art ex- 
tends in space, where the exhaling fragrances are modi- 
fied through time. The professional must acquire a 
sense of imponderables indicated only by the olfactory 
sense. He must know how the odors play into one an- 
other, how one specific ingredient may enhance or at- 
tenuate one, or several, other components. 

The following is a listing of—so to say—elements; 
compiled in an attempt to open a door to the better 
understanding of modern perfume creation. In a basic 
inventory, matching synthetics of a certain type will be 
enumerated and, in each case, a group of natural oils 
will be named, which harmonize with the synthetic base 
in the compounding of a specific perfume type. 

In dosage, however, these ingredients may differ 
widely, depending on the presence or exclusion of other 
components. Therefore, these lists—synthetics, and 
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natural oils as well—should be thought of only as quali 
tative groupings of harmonizing odor elements. 


Green Notes 


The fragrance of leaves and broken twigs is ex 
quisitely suited to the character of some modern per 
fumes; these odors can only be reconstructed by syn 
thetic products, although the galbanum and reseda oils 
are apt to add a personal note to the finished odors. 


Synthetics indicative of a green leaf odor: 
Hexenal Phenoxyacetic 
paraisopropylphenylacetic 
Hexenyl acetate 
Nonadienal and nonadienol. 


\ aldehyde 


Synthetics providing a matching note of green flow 
ers: 
Aldehyde C 12 Paramethylphenylace 
tic aldehyde 
Heptyl butyrate 
Heptyl caproate 
Octyl acetate 


Acetals C 8 to C 12 


Anisyl 
Citronellyl 
decyl 
Geranyl 


Convallarol 

(Muguet notes) 
Rosavertol 

(green rose notes) 
“Paramentheme’”’ 

(Violet notes) 


formiates 


Phenylacetic Galbanum 
Phenylpropylic { dimethylacetal Reseda 


Many esters, acetates, formiates etc. exhale a flowery, 
slightly “green” odor which contributes toward a true 
copy of flower perfumes, if wisely used. 


Amber Notes 


One may aim at a reconstruction for specific purposes 
which—without ever providing an oil or odor equal to 
the natural source, will approximate it, and make a 
sweet and stable base. 

Synthetics for use in an amber base: 


Decahydronaphtylformic ) Dibromo butyl 
methacresyl me- 
thyl ether 


Amyl ) 


aldehyde 
Tetrahydronaphtylacetic 
Diisopropylbenzl aldehyde 


Ethyl diisopropylglycidate cinnamate 


Isobutyl 


Natural oils to be combined with the above: 
Labdanum—absolutes or fractions (i.e. labdanum freed 
of top notes, “acrid” notes, resinous and balsamic com- 
plexes) 

Civet absolute Ketones extracted from Cypress essence 
Castoreum absolute 

Modifiers of the odor created from the above: 
Resinoid incense Gamma _ Methyl ionone 
Benzoin Musc ambrette and Musc ketone 
Tolu absolute Vanilla absolute 
Opoponax resinoid Coumarin 
Peru balsam Rose, Jasmin, Bergamot, Sauge 

sclaree to provide a flowery note 
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Sandalwood 
Aldehyde C 12 
aldehyde. 


and = Myristic 


Vetiverol 


Chypre Notes 


Since there is a wide range of classical ingredients, 
which include hesperidine, rose, ylang, orange blossom, 
oakmoss, amber, jasmin and opoponax notes, a great 
number of chypre type perfumes may be compounded 
to fit the creator's personal taste and build “modern 


harmonies” around it. 


The following synthetics will suit a chypre odor: 
Estragon 
Thyme 


Amyl salicylate 

Methyl salicylate (in traces 
only) 

Nonyl acetate 

Campiniol 

Diasmol 


Sauge sclaree 

Petitgrain 

Terpeneless orange and 
lemon oils 

Benzyl O 

cinnamyl 

citronellyl — } 

linaly] 


Ysminia 

Undecalactone and other lac 
acetates tones 
Cassia 
Geraniol Bourbon 
Castoreum 
Civet 
Exaltolide 
Ambrettolide 


Coriander absolutes 


Tuberose | 
{ 
| 


Neroli 


Muse tonkin 
Ambergris (considerable portions). 


Fougere Notes 


There are no limits to variations of this odor, as each 
French perfumer will stress a basic element and amplify 
it with a personal note. Fougere must exhale freshness 
and the top notes of bergamot and lavender, a rose 
reminiscence, and the rounded 
fixative. 


scent of a moss-type 
The basic synthetics in this case are: 
Coumarin Citronellol 
Amyl Benzyl cyanide 
Methyl {salicylate 
Cuminic aldehyde 
Anisic aldehyde 
Ethyl anisate 
Heptyl propionate 
Dimethyl hydrochinon 
Campiniol 
Diasmol, 
Ysminia. 


Paramethyl acetophenone 
Linalyl acetate 
Linalol 


Geraniol 
The following natural oils should be employed along 
with these basic compounds: 
Lavender and lavendin 
Bergamot 
Oakmoss 
Geranium 
Patchouli 
Labdanum 


Styrax 
Peru 
Tolu | 
Vetivert 
Estragon 
Rosmary. 


balsams 
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Perfume should be applied on the pulse spots. 


In order to enhance the total with a specific, personal 
note, add— 
Petitgrain 
Ysop 
Calamus 
Sauge sclaree 


Carvi 

Ylang 

Jasmin or Rose 
Methyl benzoate 
Dimethylbenzylcarbinyl acetate 

Iso Eugenol 


Animal Notes 


Civet concentrate is very different in odor from a 
light tint of the same ingredient and from a perfume 
note in which it vibrates. This tenacious, even aggres- 
sive odor should not tempt the perfumer to use it in 
very large quantities; therefore, even the best of imita- 
tions should be employed with caution. 

Synthetics to be used in this instance are: 

Civettone Paracresyl caprylate 
Phenylacetic acid Guaiol butyrate 
Amy Musk ketone 
a ( phenylacetate 

Valerianic acetate 
Paramethyl quinolin 

Isopropyl phenylacetic acid. 
Indol 
Scatol 


Musk Notes 


Though real musk cannot be imitated, a pleasant 
note in its neighborhood can be compounded. 

Basic ingredients: 
Exaltolide Isobutyl phenylacetate 


August, 1952 


97 








Exaltone Labdanum fractions 
Geranyl phenoxyacetate 


Hexadecamethylen imine. 


\Iuscone 
\mbrettolide 
Undecyl gamma butyrolactone 
Civettone 

Che modifiers listed for use in amber compounds will 
help to provide a rounded musk note, if added to the 
above in wisely balanced proportions. 


Jasmin Notes 


Jasmin odors and those grouped under the name of 
the rose command, simultaneously, the wishful thinking 
of modern perfumers and their customers. A jasmin 
compound might carry the fragrance of the flower, o1 
that of an absolute which is, in itself, different in each 
of the various climatic conditions under which the 
flower grows. It is up to the perfumer’s personal taste to 
select the one or other variety without ever pronouncing 
a definite judgement on qualities. The jasmin odor’s ad- 
sorption capacity of other aromas being extraordinarily 
high, its compatibility with other fragrances makes it 
exquisitely adaptable to any fashion trend. 

Among the ingredients enumerated below, the ones 
that impart a peculiar odor note to jasmin compounds 
should be used in tiny doses only, leaving space and 
leeway for the traditional jasmin-type oils. 

Synthetic base ingredients: 

Benzyl acetate, with additions of tiny doses of the fol- 
lowing products that should supply a rounded, and 
more fruity, odor: 

Benzyl propionate 

Benzyl isobutyrate 

Benzyl salicylate 

Linalol, 

Linalyl acetate, with tiny additions of linalyl propionate 
and isobutyrate. 


Amyl cinnamic aldehyde —_Jasmone, isojasmone, etc. 
Methyl anthranilate 
Linalyl anthranilate 


Synth. orange blossom oil 


Nerol 


Phenyl ethylic alcohol and 
its esters 
Dimethyl benzyl carbinol 
and its acetate 
Paracresol 
Phenyl ethyl dimethy! Paracresyl phenylacetate 
carbinol 
Paracresyl caprylate 
Indol 
Scatol 


Cinnamic alcohol 

Diasmol 

Ysminia 

Hydroxy citronellal Fatty aldehydes and alco- 
hols from C 8 to C 12. 
Diluents and Solvents: Benzylic alcohol and benzy! 
benzoate. 
Natural products to be incorporated as additives to 

the above: 


Jasmin absolute Civet absolute 


Mimosa absolute Tolu 
Ylang absolute or Ylang extra Styrax 
Terpeneless Petitgrain Benzoin 


Secondary synthetics that may be added to modify the 
final odor note: 


Phenylpropylic aldehyde Undecalactone 
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Paramethyl phenyl acetic Alpha ionone and 

aldehyde 

lris ionone (for fancy 
type jasmin odors) 

Aldehyde C 20 

Paramethyl quinoline 


Anisic aldehyde 


Cinnamy] 

Phenylpropyl { acetate 
Linalyl cinnamate (Pommade 
type) (traces only), 

Hexylcinnamic aldehyde Anisyl acetate 
Cyclamen aldehyde (in traces only), 
Decahydrobeta naphthyl acetate (for use in soaps) 


Rose Notes 


Though there are so many botanical species of roses 
and even the color of their petals has a wide range of 
variety, the basic constituents of all their perfumes are, 
nevertheless, identical. A rose note can be imparted to 
any odor in its neighborhood, by the use of the oils in- 
dicated below: 


Synthetics used in rose bases: 
Geraniol and its esters Phenylacetic aldehyde 
Citronellol and its esters Eugenol 
Dimethyloctanol and its 
esters 
Rhodinol 
Nerol and its esters 
Phenylethylic alcohols 
and esters 
Cinnamic alcohol 


Iso eugenol 
Benzyl iso eugenol 
Citral 


Phenylacetic acid 


Methyl, ethyl and gerany] 
phenylacetate 
Alcohols C 8 and C 11 
Rosavertol (i.e. rose green) Trichloro phenyl 
carbinyl acetate 
Phenlacetic dimethyl acetal Cyclic phenyl acetaldehyde 
dihydroxy propane ace 
tal. 


methyl] 


Muguet Notes (Lily-of-the-Valley) 


The lily-of-the-valley note should not be compounded 
of hydroxycitronellal alone, because this uninteresting, 
heavy odor may only be considered a basis on which a 
multiplicity of fragrances might be built up in space. 
To obtain an aroma in the vicinity of the flower, the 
basic element must be adapted by a wide range of ad- 
ditives. 


Synthetics for use as a base: 
Hydroxycitronellal Nerol and its esters 
“Convallarol” (Cyclic ace- Cinnamic alcohol 
taldehyde phenylacetic Phenyl ethyl dimethyl! car- 
glycerin) binol 
Linalol (coriander, Cyclamen aldehyde 
enne or Brazilian) Heliotropine 
Rhodinol Alpha ionone 
Geraniol and its esters Musk ambrette 
Citronellol and its esters Phenylacetic } 
Dimethyl octanol and its Phenylpropylic{ aldehyde 
acetate Indol 
Natural oils that match these basic ingredients: 
Ylang extra Reseda absolute 


Cay- 


Ruse (Bulgarian or Grasse Cardamon 
oils) 
Jasmin absolute 


Bitter almond extract 
Terpeneless bergamot oil 
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Neroli Civet absolute 
Orange blossom absolute 

Secondary synthetics (modifiers): 

Benzyl and linalyl acetate Amyl cinnamic acetal 

Linalyl isobutyrate Tuberic alcohol 

Cinnamyl and anisyl Phenyl, ethyl, and benzyl 
acetate salicylate 

\nisic aldehyde Methyl hexyl acetaldehyde 

Alcohol C 12 Farnesol 

Aldehyde C 2 lerpineol (for lower-priced 

Methyl heptine carbonate perfumes). 

Ihe use of these synthetics in luxury perfumes as il- 
lustrated above through a few qualitative formulas, is 
convincing evidence of the fact that synthetics have be- 
come indispensable for success. 

We can not—as our predecessors thought possible 50 
years ago—substitute synthetics for natural oils. We 
have to use both, in a perfect alliance, to create an in- 
finite variety and wealth of odors by which the modern 
art of perfumery may extend, and increase, its scope. 


Man of Letters 


HEN a man makes $300,000 a year or thereabouts, 

and sends out millions of letters a year, is there 
any connection? In the case of Elmer H. Bobst, there 
very definitely is. 

Born in the Blue Ridge Mountains of Maryland, the 
son of a Lutheran minister, Elmer Bobst studied phar- 
macy at night at home to start his career. Successively 
he rose to salesman and executive for the Swiss-owned 
drug firm of Hoffman-La Roche. Today he is head and 
part owner of Warner-Hudnut, Inc., a firm that pro- 
duces an extensive line of ethical specialties under the 
William R. Warner label, Sloan’s Liniment, and othe 
well-known proprietary drugs, as well as DuBarry cos- 
metics, Ciro perfume, and Richard Hudnut Home 
Permanents and Hair Preparations. He holds an hon- 
orary degree of Doctor of Humane Letters from Frank- 
lin and Marshall College. He is responsible for a con- 
siderable body of research, from which come new drugs 
and new techniques in medical treatment. 

For more than 30 years, this man of letters has been 
writing constantly to the men who specify or sell his 
products. His letters, going out in batches of 100,000 
or more, week after week, have made him and his prod- 
ucts famous. He frequently says of his letter-writing, 
“I could not have maintained the wide friendship and 
contact with doctors, pharmacists and others in my 
profession, without having personally written thous- 
ands of letters.”’ 

One of the high-salaried men in America, Mr. Bobst 
relies heavily on direct mail, but specializes in plain, 
garden-variety, one-page letters, lithographed in black 
and white, and with a facsimile signature in blue. The 
style is as low-pressure as the format; in fact, Mr. Bobst 
usually chats along for three or four paragraphs before 
getting to the commercial, and can lay claim to being 
the father of the homey, humanized sales approach to 
the medical profession. 

His graphic descriptions and his letter-writing per- 
sistence over the years have become a tradition. His 
opening paragraphs have discussed everything from 
grandpa’s dyspepsia after Sunday dinner to women’s 
fears of pregnancy . . . from home crafts in the Blue 
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Ridge Mountains to bridgebuilding in the Andes 
from manholes in city streets to tobacco-growing on the 
farm where he was raised. 

Mr. Bobst’s whole life is a testimonial to the sales 
letter, and it’s not surprising to read his opinion: “A 
written communication, addressed to an individual by 
name, can convey the warmth and sincerity of the 
writer. It would have been virtually impossible for me 
to have assembled so much information about drugs, 
medicine and research without the amazing conven- 
ience of letter-writing.”"—Mead Papers. 


Greener Grass 


SALESMAN and a buyer greet each other in the 
latter’s office. Business talk is about to begin. 
Uhere’ll be a lot of conversation climaxed by an order 
. maybe. But let’s see what goes on in these gentle- 
men’s minds in the fleeting moments between the hand- 
shake and the speechwork. 

Salesman: I’ve got the false face all set. I'll smile, 
smile, smile—regardless of the beefs. 

Buyer: Look at the guy smile. Carefree. Not a worry 
in the world, 

Salesman: Shoes shined mirror-bright. Clothes pressed 
to a razor’s edge. Just like the book says. 

Buyer: Dresses like a trillionaire, too. What a racket. 

Salesman: Guess I'll have to invite the guy to lunch. 
Oh, my ulcer. 

Buyer: I suppose he'll invite me to lunch. Oh, my 
ulcer. 

Salesman: This is a big order. I'd better make it din- 
ner and a night club, too. And I have to drive 500 
miles tomorrow—while he rests in a nice office. 

Buyer: This is a big order. He'll probably want me 
to go to dinner and a night club, too. And while I’m 
suffering in this office tomorrow, he'll be enjoying him- 
self on the open road. 

Salesman: Wish I were a buyer. 

Buyer: Wish I were a salesman.—Phoenix Flame. 


Tailored to Taste... 


ATE addition to the services Foster D. Snell, Inc., 

are rendering clients is tailoring flavors of food 
products to fit particular markets. Studies of the vary- 
ing flavor preferences of great numbers of people have 
shown that foods with balanced flavors without any 
one or several of them dominating get the overwhelm- 
ing popular vote. If a food product does have a domi- 
nant flavor that is strong and distinctive, it will usually 
appeal to cultural backgrounds, or to gourmets. While 
these limited groups form faithful markets for such 
products, the great mass markets can only be success- 
fully exploited if the manufacturer designs his flavors 
to meet mass approval, and changes them to follow 
trends in the public taste. 


The illusion that the times that were are better than 
those that are, has probably pervaded all ages.— 
Horace Greeley. 

Magicians who take rabbits out of hats don’t com- 
pare with a good salesman. Every day he changes pros- 
pects into customers.—Phoenix Flame. 
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Raising Supermarket Cosmetic Sales 


DETAILED — supermarket merchandising _ test 

which increased sales of cosmetics and health aids 
by 51.5°, produced interesting results the Supermar- 
ket Institute has shown. 

Morris A. Hyman, president of Almor Co., Amster- 
N.Y., cited the made by Batten, Barton, 
Durstine & Osborn, as proof that supermarkets can off- 
set shrinking profit rates with “high profit lines,” par- 
ticularly health and beauty aids. 

These little packages—toothpaste, shampoos, shav- 
ing creams—take up hardly any space at all compared 
to box soaps and canned goods but actually bring 
“more profit per square inch of space’ than 
anything sold in supermarkets, Mr. Hyman said. 

He recommended, for a one to 25-store chain, the 
services of a rack merchandising company to move the 
gold nugget items. 

BBDO ran its test for 16 weeks in the Johnson Food 
Stores, Syracuse, trying out a wide variety of merchan- 
dising techniques with the health and beauty aids rack. 
Various methods of display were used, the actual store 
location of the rack was changed twice, and hour-by- 
hour, penny-by-penny data was recorded. 

The store in which the test was conducted averages 
$36,700 a week. There were no special promotions dur- 
ing the test other than normal operations. The find- 
ings, Mr. Hyman said, are being printed up by BBDO 
for nationwide distribution to the food trade, showing: 

When the beauty-health rack was moved from a post, 
which was out of the traffic flow, actually discouraging 
shoppers, it was put in an island position in the direct 
traffic flow. The result: Sales increased 21.7% in four 
weeks. 

Then the department was moved from a gondola to 
a wall display in the same line of traffic. Sales went up 
another 11.3°—a total increase in sales of 339% as a 
result of location changes alone, Mr. Hyman said. 

On the rack, as serviced today, the dental creams, the 
No. | volume item in the health-beauty aids field, are 
given top shelf position, along with shampoos, the next 
largest package volume item. Most shelf frontage is 
given to the top selling brands and sizes, secondary 
frontage to second-running packages, and so on down 
the line. 

“Group the items for suggestive selling,” Mr. Hyman 
said, “putting combs with shampoos, hair tonics under- 
neath. Put tooth brushes with dental creams, etc.” 

These merchandising schemes netted the Johnson 
rack another increase of 11.8% in sales, bringing the 
total increase to 51.59%. Today, in the Johnson store, 
the health and beauty aids department does 1.77% of 
gross dollar volume of the store, as against a national 
Advertising Age. 


< 


dam, test, 
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average of .91%. 


Cooperate with Government 


HE first and simplest measure to be taken is for 

the business men to stop treating the government 
like a huge, terrifying, hostile power. In the vast ma- 
jority of cases the difficulties that business men ex- 
perience in dealing with the government result solely 
from the government’s cumbersomeness and the _ busi- 
ness men’s total ignorance of government procedures. 


August, 1952 


100 


And the great majority of influences traders possess no 
real influences whatever; they just know enough about 
the government to make the cumbersome machinery 
revolve with reasonable smoothness. . 
This is a job the business men themselves could do, 
if American corporations formed the habit of assigning 
executives to Washington to study their problems with 
the government as they might study a plant layout or a 
sales territory. If this practice grew up, the influence 
trade would suffer a mortal blow, and much of the 
psychosis that marks the business attitude toward gov 
ernment would be rapidly dispelled.—Joseph Alsop. 


Cosmetic Data Out of Date? 


ETAIL druggists are missing out on some drug and 

cosmetics business because of “outmoded industry 
statistics,” according to Sam G. Barton, president of 
Industrial Surveys Co. 

He said manufacturers and retailers tend to undet 
estimate their shares of the market because they haven't 
had information on the volume of drug store products 
going through all types of outlets. 

This is especially true of products with house-to 
house distribution as well as through regular retail 
channels. id 

“Significantly, house-to-house sales in four out of 
seven major drug and cosmetics categories represented 
from 10° to 20° of the total dollar volume for these 
items,” he said. Mr. Barton was quoting figures fon 
the final quarter of 1951 from Industrial Survey's na- 
tional consumer panel on the relative dollar volume of 
drug products sold through various types of outlets. 

In three of the four categories, he continued, the 
dollar volume of house-to-house sales equaled or ex- 
ceeded the total for variety, syndicate and food stores 
combined. 

“Realistic competition requires knowing to start with 
where the total business comes from,” he said. “The 
retail drug industry has not had any valid means for 
estimating the size and importance—product by prod- 
uct—of the house-to-house market. 

“Without this knowledge the industry has instinc- 
tively underestimated both, and this natural error may 
have prevented it from growing in what is perhaps the 
line of least resistance.” 

Citing examples, Mr. Barton said the retail drug 
trade’s 37% share of the market for hand lotions ac- 
tually represents only 214 times the dollar volume of 
hand lotions sold house-to-house. 

House-to-house sales of these products also exceed 
in dollar volume the sales through either variety or 
department stores, he said. 

Statistics on hand lotions are especially interesting 
since food outlets accounted in this recent measure- 
ment for almost 20% of the product’s dollar volume.” 

Shampoos and face creams are other high volume 
lines where this specialized distribution accounts for a 
major share of the market, Mr. Barton said. House-to- 
house sales of face creams, he added, amount to half 
of the dollar volume going through retail drug outlets. 

An ounce of appreciation is worth a pound of pres- 
sure.—A, H. Waters. 
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Primary Functions of Cosmetics-I | 


Purpose of functional properties of cosmetics as distinct from 


chemical and physical properties . . . Spreading, adhesion, 


cleansing, luster, coverage, smoothness, tinting and scenting 


DR. STEFAN A. KARAS* 


Final approval of cosmetics rests with the consumer. 


HE be defined. 
Toilet articles must beautify, either by giving 

an impression of beauty to compensate for na- 
ture’s imperfections, or actually to improve on nature’s 
alors, colors, and appearance. But cosmetics have func- 
tions of their own, intermediate to and necessary to 
this embellishment process. In other words, they must 
have functional properties, if we may coin this phrase. 
The functional properties (as distinct from the 
chemical and the physical properties) consist of the ac- 
tivities of the cosmetic product that permit the ulti- 
mate purpose, the aim of beautifying, to be carried 


function of cosmetics can easily 


* The author of this series of articles is one of the foremost cosmetic 
chemists in America. He has been actively associated with the cosmetic 
industry for twenty-five years, of which the past twenty have been spent in 
the United States. A graduate of Sorbonne, where he won the Doctor of 
Science degree, the author has done research work at Northwestern Univer- 
sity. For a period of fifteen years, he was chief chemist at Helena Rubinstein, 
Inc., supervising research and production. He was scientific consultant to 
the Department of Commerce Mission to Germany, investigating German 
cosmetic; and pharmaceuticals after the recent World War. Today Dr. 
Karas is a consultant on toiletries and related products. He was one of 
the charter members of the Society of Cosmetic Chemists, has read numer- 
ous papers before various scientific societies, and is a specialist particularly 
on semi-liquid cosmetics. 
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out. In some cases, this is accomplished by commission; 
in others, by omission. 

For example, the hardness and softness of a lipstick, 
its ability to withstand severe changes of temperature, 
its ability to be free of the danger of breaking or of 
melting—these are physical properties of the first orde1 
of importance. But the adhesion of the stain to the 
lips, the ability of some stains to remain on the lips 
longer than others—this is a functional property not 
less significant. 

These two concepts of physiochemical and func- 
tional properties have been confused in the past. How- 
ever, it is not our purpose to imply that the functional 
properties have been neglected, either in the laboratory 
or in the literature. They have, in fact, been examined 
in great detail, in the works of many writers, including 
among others M. G. de Navarre, and Francis Chilson, 
who studied these functions for cosmetics in general: 
and many others, who have examined such functions 
in almost innumerable articles dealing with one spe- 
cific cosmetic product. 

Nevertheless, a summary and a re-examination are 
today in order, for a number of reasons: 

1. Whereas the works written by the men men- 
tioned and by many others, have analyzed the func- 
tional properties of each toilet goods product, as part 
of the study of creams, lotions, suntan oils, and other 
preparations, there is lacking any study of each func- 
tion, and how it is accomplished in various ways in the 
diverse cosmetics. That is to say, such a function as ad- 
hesion, cleansing, shininess and dullness, must be de- 
scribed in detail, in order to compare and to contrast 
the different ways in which they affect different cos- 
metics. For adhesion is not only a problem for lipstick, 
but for creams, for powders, and not only must this one 
function be performed differently in these cosmetics, 
but it must be accomplished with various and unlike 
ingredients in each such product. 

2. The recent advances in the chemistry of cosmetic 
raw materials, in the formulation of products, and the 
relatively recent advent of certain consumer products, 
would require re-examination of this entire question 
even if it had been adequately summarized before. 

3. There has been a crystallization of feeling in re- 
cent times of the necessity of a better exchange of in- 
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formation within the domain of the toilet goods in- 
dustry between executive, chemist, perfumer, advertis- 
ing man and salesman. Toward this 
end, it is hoped that a restatement, including some of 
our own findings which may be new, and much that is 
known to some but not to all, may prove valuable. 

is particularly hoped that something can be gained by 
defining for those less advanced the properties being 
described, so that their own descriptive material may 
benefit. And, for the chemist, who is often well aware 
of the material to be described in these articles, in ad- 
dition to offering some ideas to which he has not given 
previous thought, it is hoped that he may find herein a 
description in concrete terms of the functions he is 
seeking. By having a more specific and more direct con- 
ception of the end result at which he is aiming, he 
can improve his formulation and his methods of test. 


and promotion 


Principal Functional Properties 


What are the functional properties common to many 
They are as follows: 

Spreading. The ability of the material to cover a 
large surface in an even manner is an important fac- 
tor. It presents no problem for liquid perfumes and 
toilet waters, but is necessary for creams, lotions, lip- 
sticks, foundations, hair frozen fragrances, and 
other products. 

2. Adhesion. Almost the opposite of spreading is ad- 
hesion, the ability of the material to remain on a sur- 
face, as placed and where placed, an attribute that is 
necessary not only to lipsticks, but to all types of 
creams, powders, foundations and nail enamel among 
others. 


cosmetics? 


oils, 


3. Cleansing. While a cosmetic product is not meant 
to take the place of soap, many products, and particu- 
larly creams, have cleansing properties different from 


those found in the usual soaps and detergents. As 
cleansing agents, the.cosmetic product is usually meant 
to be nonfoaming, which differentiates these materials 
from soaps. 

4. Luster. The shiny surfaces that are so desirable in 
some products, and the dull effects necessary in others, 
can be considered two sides of a coin. What particu- 
larly complicates this problem is that some products re- 
quire a surface sheen in the package and yet should 
not impart such an effect to the skin of the user. 

Coverage. Complementing both spreading and ad- 
hesion is the function of coverage, the function of 
concealing from view a portion of the body surface in 
an even manner. 

6. Smoothness. The smooth or the rough “feel” of a 
product on the skin, as well as its greasy or oily feel, or 
the lack of such quality, must be studied with regard 
to many materials. The effect of the solid perfumes 
and colognes, creams, lipsticks, and even powders, must 
be to impart a smooth feeling to the skin. 

7. Tinting. Almost all cosmetics have color (or 
whiteness) and most cosmetics are expected, at least 
in a secondary manner, to impart some tint to the skin. 
Yet the proper choice of cosmetic color, the matching 
of a desirable color, its reproduction not only from one 
cosmetic to another but of the same product from one 
batch to another, are problems of utmost importance 
and that entail considerable difficulty for the chemist. 

8. Scenting. While it would be outside the scope 
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of a brief article to attempt to summarize the method 
of accomplishing the proper scenting cosmetics, a 
summary is necessary of the role that odor is meant to 
play in products other than those sold exclusively for 
their fragrance. 


Individual Characteristics 


In additon to the above, the individual cosmetic 
products have characteristics specific unto themselves. 
An outstanding example is the permanent wave, which 
has as its function to effect a change in the physical 
structure of the hair. 

However, aside from these very specific functional 
qualities of one product, cosmetics in general, as a 
group of products, have functional properties in com- 
mon. Hitherto, the emphasis has been placed on cos- 
metics being a unified group because of their single 
aim—namely, to beautify. The physical appearance, the 
method of formulation, the conditions of manufac- 
ture, the chemical composition, of face powder, lip- 
stick, foundation cream, deodorant, and toilet water, 
are so completely different, that the only major rela- 
tionship among all of these materials has seemed to be 
their end use. As a result, they have all been sold in the 
same type of retail outlet, and many of these items 
manufactured by the same company. 

It is my belief, however, that in the realm of the 
functional quality, a new common thread will be 
found, in that these various materials are all attempt- 
ing to impart the same or similar functions upon being 
applied, and in so doing they pose related problems fo1 
the cosmetic chemist, for the executive, manufacturer, 
promotion and advertising man. 

Furthermore, the experience that is obtained in 
studying such functions in one product may be most 
valuable when a study is made of another, or on the 
contrary it can be entirely misleading. It is this specific 
area of cosmetic formulation that will be examined in 
this series. 

The properties with which we are dealing are elusive 
and intangible, and for the most part do not lend 
themselves to scientific analysis and accurate measure- 
ment. It is true that there are methods that have been 
worked out by psychologists to measure, within certain 
limits, the degree to which a color, an order, or the feel 
of a product upon the skin might be pleasing to the 
user, Such measurements, of course, have their pitfalls, 
and for accuracy of results they cannot be compared 
with the methods in use to determine the viscosity of a 
material, or its melting point, or the amount of stearic 
acid that has been placed into it. 

There are methods in use to determine the accuracy 
with which a color or an odor may have been repro- 
duced. In other words, how close is one batch to an- 
other? In the case of color, instruments are available, 
although the judgment of the human eye is indispensa- 
ble. Odor is more complex, for odors may undergo 
changes as they age, and the comparison of two ma- 
terials of different ages is dangerous. Nevertheless, 
whether one relies on the opinion of the expert or per- 
fumer, or whether one utilizes some of the more ad- 
vanced psychologic al methods of testing that have be- 
come quite popular in the food industry for the testing 
of flavor, some determination is and must be made. 

But what shall be said of the method of testing, 


The American Perfumer 





and evaluating the other functional 
properties? Take lipstick, for instance. The degree at 
which a lipstick will withstand the heat of the sum- 
mer without melting or softening to the point where 
it loses its shape can be ascertained with ease. The 
degree at which it can no longer withstand the cold of 
winter without becoming fragile, brittle, or undergoing 
other deleterious effects is likewise determinable. But 
how can the measurement be made of the spreading 
quality of the lipstick, or of any other product, on the 
surface of the skin? This must be determined in the 
course of formulation only by the artistry of the cos- 
metic chemist, and it is then his duty to obtain as many 
impartial judgments on such a functional property as 
he can. To insure impartiality, products should be com- 
pared without prejudice, and this is done by having 
those making the comparison do so without knowing 


standardizing, 


the source or the name, and without information as to 
which is new and which is old or other data about the 
tested materials. 

Most confusing is the lack of precise terminology in 
the study of functional properties and of the materials 
which impart them. The terminology used by the cos- 
metic chemist is almost as vague as that used by the 
pertumer. The former, in speaking of color, refers to 
tones, hues, or shades, but these terms lack scientific 
precision. The lines of demarcation between them are 
poorly drawn. The perfumer calls his blend sweet or 
sharp, oriental or flowery, but these words are like- 
wise vague. They represent a degree of similarity, but 
lack the exactness found in the usual physical and 
chemical standards, 

The other functional qualities also suffer because of 
the failure to devise methods of test and the inability 
to provide scientific vocabulary. In luster, we speak of 
brilliance and dullness, or of glossy and matte; in feel, 
of stickiness and smoothness, But the degree to which 
a material is brilliant or dull, sticky or smooth, be- 
comes a highly personal matter, and such vague ter- 
minology begins to be used as “very brilliant,” “ex- 
tremely brilliant,” “iridescent,” “shiny,” and the like. 

Furthermore, the morphology of the skin and its 
contacts with cosmetic materials are often varied. One 
type of skin may be covered with soft and invisible fuzz, 
and another may be greasy or it may be dry, and the 
functional properties of cosmetics should be so formu- 
lated as to take into account these human variations. 

These are a few of the matters to be studied in the 
course of this series, and it is our hope that we will be 
able not only to contribute to a better understanding 
and greater knowledge in this field, but also that out of 
these articles there may come some clash of opinion, 
some divergence of attitudes, and hence a better un- 
derstanding for all. 


Business 45 Years Ago 


T was easy to do business 45 years ago. Your help 

came to work and you paid them. You told your cus- 
tomers what you had to sell and they bought it.Things 
are different now. To run a business now I’ve got to 
have tax experts, lawyers, union delegates, labor rela- 
tions counselors, time-study engineers, Coke machines, 
hospitalization, psychologists, and a baseball coach. 

To sell my customers I've got to have an advertising 
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agency, a public relations firm, a direct mail expert, 
charge accounts at all the restaurants, tickets for “South 
Pacific,” sales analysts and boxes at Yankee Stadt 
and Ebbets Field. 

God forbid I should take a Yankee fan to a Dodger 
game. I'd have to go out of business. My reputation 
would be ruined.—Abraham Barchoff. 


When to Use Premiums 


HEN and how should premiums be used? These 

questions were taken up at a merchandising clinic 
sponsored by the New York chapter of the American 
Marketing Assn. and the Sales Executives Club. 

According to Ralph Smith of Sullivan, Stauffer, Col 
well & Bayles, premiums can do the following: increase 
readership of ad copy, make the copy more believable 
and provide a peg around which an entire sales cam 
paign can be built. 

Mr. Smith said the premium serves as the attention 
getter needed in these days of increasing self-service. 
He warned, however, that a premium can only do these 
things if it is used correctly and based on proper pre 
testing research. 

Hamilton Mitchell, eastern sales manager for Reu- 
ben H. Donnelley Corp., outlined several conditions 
for successful use of coupons: 

The product must be a top quality, fast-moving con- 
sumer item that’s available everywhere; it must be eas- 
ily recognized by the consumer; there must be adequate 
coverage with both coupons and merchandise in all 
stores at the given time; the product and coupons must 
be easy to get, and accessible to housewives without 
difficulty; above all, the coupons must be only a part 
of the total merchandising scheme, not the sole activity. 

J. O. Peckham, A. C. Nielsen Co., said study of 
thousands of coupon operations over the years indicates 
that: 

1. The promoted product must be a top quality item. 

2. Coupon promotion alone is rarely a_ business 
builder. 

3. On old, established items, coupon campaigning 
may reduce temporary overstocks, but it does not build 
permanently higher sales levels. 

!. With new products, couponing can be highly suc- 
cessful in introducing merchandise and getting it sam- 
pled. 

5. Repeated couponing campaigns soon run into di- 
minishing returns. 

6. Couponing results vary greatly and, to be success- 
ful at all, must be only a part of a hard-hitting sales 
and merchandising program. 


The Thousandaires 


oo ER: Johnny, if Walter Carpenter, chairman of 

the board of the du Pont company, was paid $78,570 
in 1923, and he was raised to $175,000 in 1948, how 
much more did he take home to Mrs. Carpenter in 
1948? 

Johnny: I don’t know, teacher. 

Teacher: Well, I’m not surprised, because his take- 
home pay in 1948 was $12,500 less than it was in 1923.— 
Fortune Magazine. 
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Book Reviews 


THE PECTIC SUBSTANCES. Z. I. 
Kertesza. Size 6 x 9 inches, 628 
pages. Interscience Publishers, 
Inc., 1951. Price $13.50. 


\ rather complete monograph on 
a rapidly increasing field, the pectic 
substances, the author brings to- 
gether many scattered data, into a 
well organized book of five sections 
consisting of 29 chapters. In the 
first section, 258 pages are devoted 
to the chemistry of the pectic sub- 
stances. The second section con- 
siders the botany involved in 70 
pages. Biochemical aspects are 
given over 60 pages in the next 
part. Over 120 pages review the 
manufacturing methods and the 
balance of the book is devoted to 
the applications of these materials. 
Over 2000 references are included. 
A casual check of references indi- 
cates thorough searching on_ the 
part of the author. 

Thus, any phase of pectin knowl- 
edge can readily be found in this 
useful monograph. The phases 
which concern our industry seem 
unusually complete and well done. 
The book is easy to read and fol- 
low. The printing and binding are 
good. No printer's errors were 
noted. It is a worthwhile reference 
on the pectic substance. M.G. deN 


‘THE LIPIDS, volume I, Chemistry. 
Harry J. Duel, Jr. Illustrated and 
indexed, 6 x 9 inches, 952 pages. 


Interscience Publishers, Inc., New 
York, N. Y., 1951. Price $18.50. 


‘The author is attempting to fill 
a need for a treatise that considers 
and correlates all the knowledge on 
lipids. In this volume only the 
chemical approach is considered. 
The second volume is to cover the 
biochemical and nutritional impli- 
cations. 

Before delving into the author's 
effort, one must consider that when 
one man attempts to write on so 
broad a subject and in a manner 
that is less involved than some 
would like, he may skip over some 
important data and dwell at length 
on others that might have been 
better skimmed over briefly. 

The ten chapters contained in 
this volume devote about 400 pages 
to the various chemical aspects of 
lipids which includes oils, fats, 
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waxes and hydrocarbons. Another 
hundred pages discuss phosphatides 
and 156 pages are devoted to the 
caretenoids and related compounds. 
The balance of the book is given 
over to a discussion of fat sotuble 
vitamins. 

This reviewer would like to have 
seen more space devoted to the 
lipids proper and less to vitamins, 
but this would probably not be con- 
sistent with the biochemists’ desires. 
Thus the monoglycerides of com- 
merce are not mentioned nor the 
other polyol fatty acid esters. These 
are of great consequence in foods 
in particular, today. On page 400, 
the squalene monograph does not 
report its presence in human sebum 
and the unhairing role it seems to 
play in the animal body. The sec- 
tion on the physical and chemical 
properties of fats is adequate but 
should have included spectrophoto- 
meteric methods. 

With all the developments in this 
field, one man cannot follow them 
without some omissions. So, when 
one considers the vast amount of 
material given, these are tiny 
crumbs that are hardly missed. It is 
a valuable reference for all chemist 
dealing with fats and related prod- 
ucts. The author has filled the need 
he recognized in this volume and it 
is hoped that the second volume is 
as well done. No errors were noted. 
The book is well printed and 
bound.— M. G. deN 


‘Idea File’ Offers Valuable 


Aid in Promotion Planning 


A wealth of assistance in the 
planning of sales promotional 
pieces is offered by a new booklet 
published by the Moore Publish- 
ing Co. The booklet—/dea File 
For Printer and Manufacturers— 
contains 100 ideas for announce- 
ments, booklets, broadsides, cata- 
logs, reply cards, self-mailers, blot- 
ters, etc. It was written by Harry 
B. Cofhn. Each idea is complete 
with detailed diagrams, explana- 
tions, illustrations and economy 
production suggestions. Each idea 
has been found of value by various 
types of businesses. This well-in- 
dexed booklet is designed so that 
a manufacturer can plan promo- 
tional pieces for novelty, variety, 
and usefulness. Copies of Jdea File 


may be obtained from the Moore 
Publishing Co., Book Div., 48 West 
38th Street, New York 18, N. Y. 
The price is $1.50 a copy. 


Distribution of Toiletries 


Through N.Y. Grocers Lags 


According to a study released by 
Selling Research Inc., distribution 
of beauty aids among local food 
merchants is ‘way behind the rest 
of the nation. Twenty-seven typi- 
cal non-food items have 22.1 per 
cent penetration in New York 
food stores and 59 per cent pene- 
tration nationally, according to the 
store audit specialists. 

Penetration in New York is 
higher in independent self-service 
stores (28.5 per cent) than in chain 
self-service stores (21.6 per cent). 
The study attributes the difference 
to the activities of rack jobbers 
who service independents. 

Two thirds of food stores na 
tionally stock hand lotions and 
creams, while only one-quarter of 
the New York grocers stock these 
items. 

Distribution of personal deodo- 
rants, scoring 62.2 per cent nation- 
a totalled 22.6 per cent in New 
York; cleansing cream, 58.7 pet 
cent nationally, 23.1 per cent in 
New York; talcum powder, 58.3 
per cent nationally, 23.2 per cent 
in New York; shampoo, 83.7 per 
cent nationally, 26.9 per cent in 
New York; toothpaste, 76.6 per 
cent nationally, 25.2 per cent in 
New York; shaving cream, 72.0 pet 
cent nationally, 23.5 per cent in 


New York. 


Tariff Commission Reports on 
Coal-Tar Products Imports 


The Tariff Commission has. is- 
sued a report on U.S. imports of 
coal-tar products in 1951 unde 
paragraphs 27 and 28 of the Tariff 
Act of 1930. The report gives de- 
tailed statistics on coal-tar interme- 
diates entered under Par. 27, and 
on dyes, medicinals and pharma- 
ceuticals, flavor and perfume ma- 
terials, and other finished products 
entered under Par. 28. Imports in 
1951 came principally from Ger- 
many and The United Kingdom. 
The most important intermediates 
in terms of quantity were refined 
naphthalene, aniline, and o-creo- 
sol. In 1951 for the first time since 
before World War II, Germany 
was one of the principal sources of 
U.S. imports of dyes. Switzerland 
ranked second. The next largest 
group of finished synthetic coal-tar 
products was  medicinals and 
pharmaceuticals. 
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Cultivation and processing . 


toria violets most important 


Production of Natural Violet 





Double Parma and Vic- 


. . Plants must be protected 


from direct sun and in Winter from cold and winds 


AUG. J. HUGUES 


RANCE has many wild species of violets, perhaps 
more than thirty. But of all fragrant forest violets 
(viola odorata, belonging to the family of viola- 
cea), only the most fragrant one interests us, and only 
in so far as cultivated types are derived from it which 
are of use in perfumery and floriculture. 
The double Parma violet is the most important one. 
It is most at home in the regions of Grasse and Toulouse 
in France and in the Taggia valley in Italy. The violets 
which are used in perfumery come mostly from Grasse, 
those from the other districts are principally used to 
make up bouquets. 


Victoria Violet 


he Victoria violet which is used in bouquets and 
which also, at the end of the season is used in factories 
around Grasse, is planted in the districts of Hyéres, 
Solliés, Ollioules, Var and at the Italian Riviera. 

The cultivation of violet plants increases with the 
years. In 1865, Vence and its surroundings produced 
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80,000 kilograms of Parma flowers for perfumery pur- 
poses. Around 1870, the cultivation had spread to Le 
Bar, Tourettes, and Peimeynado. As the sale of violets 
for perfumery proved disappointing, the variety Vic- 
toria was simultaneously used for making up bouquets. 
later the varieties Princess of Wales, The Czar, and 
finally La Luxonne, came into use. The latter one is the 
most popular al present. 

Violets are low-growing, vivacious plants. They pro- 
pagate by means of runners. The stems of the leaves and 
the flowers separate at the bottom. The heart shaped 
leaves have long petioles; they are closely serrated and of 
green color. The fruit is a capsule, divided into three 
concave compartments which contain a great number 
of yellowish-brown, round, grains. 


Parma Violet 


The Parma violet (viola parmensis), is a breed of the 
constantly flowering violet (viola odorata sem perflorens). 
Its outstanding marks are its grayish-green, shining 
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leaves, its long-stemmed, strongly smelling flowers, the 
corolla of which is colored bluish-gray. This violet is very 
delicate. It suffers easily from frost, and also fears 
drought and strong sun. 

However, normal summer dryness is necessary for 
these plants, so they can rest and come to full life again 
with the first Fall rains. The violets which grow through 
the loose ground surrounding trees are more fragrant 
than those which are exposed to the open sun. For this 
reason, the plantations in the surroundings of Grasse 
are protected by olive trees and orange trees. Violets 
must also be protected from fresh winds and the rigors of 
wintertime, as these may retard the flowering or even 
kill the plant. In the plains of Hyéres brier branches 
and in Italy straw mats are used as cover, and around 
Toulouse glass-covered frames form the protection. 

The time of planting varies according to the district 
and method of cultivation. In the dry climate of the 
Provence it must not be undertaken later than March- 
April; the best months are December and January. Dur- 
ing planting, as well as during summertime, the ground 
has to be sufficiently watered. Besides this, it has to be 
ploughed and weeded. During picking time, the flower- 
ing has to be sustained by applying liquid manure. 

The principal ailment of violet plants is la grise, 
caused by a red spider (tetranychus telarius) of micro- 
scopic size. This insect clings to the underside of the 
leaves, from which it sucks the sap and which it covers 
with a fine gray web which protects it against insecti- 
cides. The leaves become sick and in the end shrivel up. 
The Propagation of this pest can be avoided by killing 
it off during March-April, after the harvest. 

The violets begin to flower right during the first year 
after planting. The picking of flowers for bouquets 
starts during October-November, while the flowers to be 
used for perfume are gathered from January to April. 
Picking is done either in the morning, after the dew has 
fallen, or at night. This kind of harvesting takes much 
time and is costly, as the flowers have to be “cut,” one 
after the other, with the nail. A woman is able to collect 
three to six kilograms per day, according to ability and 
abundance of flowers. One kilogram has about 4000 
flowers. 


Processing the Flowers 


Ihe flowers have to be processed as soon as they are 
picked, if one wants to have a perfume which has not 
lost anything of its ,delicacy and its freshness. ‘The 
violets are processed either by heat-method maceration 
in fat, or cold-method maceration in oil. However, the 
most common way of processing is by means of volatile 
dissolvants which make it possible to obtain a strong 
concentration within a very small space. 

Results vary according to the method employed. 
\bout 1100 to 1200 kilograms of Parma violets must be 
treated in order to obtain one kilogram of the final 
product, while 1400 to 1500 kilograms of Victoria 
violets are necessary to achieve the same quantity. The 
price also varies considerably. Parma violets, for instance, 
have ranged from frs. 1.50 to frs. 45.00 per kilogram. 

Violet perfume belongs to the most popular ones. 
It is found in extracts, toilette vinegar, cold creams, 
powders, soaps, etc. It is also one of the oldest perfumes. 
Homer, Dioscoridus and Pliny have hailed the violet as 
one of the most pleasing of all fragrant flowers. 
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Suggestions for Management 


HE following suggestions for management are of- 
fered by H. K. McCann, chairman of the advertis- 
ing agency of McCann-Erickson Inc. 

1. Never do anything yourself that you can get some- 
one else to do. The more things that someone else does 
for you, the more time and energy you have to do those 
things which no one else can do for you. 

2. Never hate anybody. Hatred is a useless expendi- 
ture of mental and nervous energy. Revenge costs 
much of energy and gains nothing. 

3. Do good to your friend to keep him, and to your 
enemy to make him your friend. 

4. It is far more important to learn what not to do 
than what to do. You can learn this lesson in two ways 
—the first of which is by your own mistakes; the sec- 
ond is by observing the mistakes of others. Any man 
who learns all the things he ought not to do cannot 
help doing the things he ought to do. 

5. A man can do anything he wants to do in this 
world, at least if he wants to do it badly enough, if he 
has the will to succeed. 

6. There are two cardinal sins in the economic 
world: One is giving something for nothing, and the 
other is getting something for nothing; and the greater 
sin of these is getting something for nothing, or trying 
to do so. 

7. It is far easier to make a profit on a very small 
capital invested in any business than it is to make the 
same proportion of profit on a large capital. Large op- 
erations breed extravagance and bureaucracy. 

& One of the most sublime things in the world is 
plain truth. 

9. The hardest labor of all labor performed by man 
is that of thinking. Train your mind to hard thinking 
and you are on your way to accomplish whatever you 
desire. 


Sell Harder When Sales Slip 


HEN business is good, many managements expand 

their advertising budgets. When business is bad or 
falling off, some managements pull back severely on ad- 
vertising appropriations. 

This probably is partly due to the practice of basing 
advertising expenditures on a percentage of annual vol- 
ume. The lower the volume, the less advertising. 

But does this always make sense? If a salesman sees 
his volume declining, he sells harder. Since advertising ts 
selling, then it, too, should sell harder when sales slip. 

Small advertisers seem to sense this (and of course are 
usually able to do something about it easier than the 
big boys). Last fall, for instance, it became apparent 
that there were more new cars in dealers’ showrooms 
than customers. Result: one Los Angeles Chevrolet 
dealer upped his advertising budget 25°%. A Houston 
Ford dealer increased his budget 50°. A dealer in Phil- 
adelphia not only stepped up his advertising—he added 
two salesmen. 

When business tightens up, advertising should be 
carefully reviewed with an eye on its effectiveness. But 
if it is cut down to the point of being inadequate, how 
then can it be effective—at the very time it is most 
needed?—E. F. Schmidt Co. 
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John G. Ayars, president of Helen Ayars Co. testing the consistency 
of a new hormone preparation made from his own formula. 


HAT happens when a pharmaceutical chemist 

has a commercially minded feminine contingent 

in his own home is demonstrated by the career 
of John G. Ayars, president, of Helen Ayars Co., a suc- 
cessful and growing cosmetic manufacturing concern in 
the Middle West. Coming to St. Louis in 1908, Mr. 
\yars was determined to produce valuable aids in the 
field of medicine. But instead as his family grew the 
women wanted him to make cosmetics for which they 
could foresee a steadily increasing demand in the years 
ahead. It was not too long a step from the drug business 
to that of cosmetic manufacturing and today as the in- 
direct result of the his family 
throughout the Southwest as well as St. Louis now sell 
the Helen Ayars line of cosmetics. 

The current production is rated as a “fringe” line. 
The items that are featured unde 
Helen Ayars, include the types that a chemist trained 
in pharmaceutical work might be expected to produce. 
There is a hormone cream that has a widespread sale. 


insistence of stores 


this brand name, 


type of cleansing cream. 


U 


Hand cream is produced in 500 Ib. batches as shown in the fore- 
ground, In the rear chemists complete the processing of an emulsion 


How J. G. Ayars 
Was Induced to 


Make Cosmetics 


JEAN MOWAT 





It is featured as “Oil of Loveliness.” Before placing this 
on the market extensive “clinical” work was done among 


many friends of the members of the firm who tried it 
with beneficial effects. 

New fragrances are always in demand and, due to 
the pressure of the women in the office and friends, an 
entire range of floral perfumes was created. These carry 
musical terms, as “Overture,” “Sonata,” etc. These are 
packaged in a gold covered package with the musical 
clef and several notes on it. 

Cologne is packaged in a squeeze bottle. This, as well 
as the stick cologne in purse size, fits into the same 
musical terminology as do the fragrances. All of the 
items, with the exception of the special hormone cream, 
are designed for quick sale as the prices are $1.50 and 
$1. In the line also is a powder perfume. 

As the demand for men’s toiletries grew the company 
entered this field with products featured under the 
name of Esquire. The products make up a three-piece 
unit, and are conveniently boxed for travel as well as 






Each stick of cologne is wrapped in two sizes of foil before placing 
it in the glass container. A purse size cologne stick is also offered. 
Fragrance line is named after musical terms. 












lor gilts. 
are included. A red ribbon may be added to the pack- 
age for the holidays, or any other appropriate colored 
ribbon that fits into the holiday or birthday color 
scheme, from a green on St. Patrick’s Day, to a red- 
white-and-blue for July may be used. 

\s men and women are drafted into the armed serv- 
ices these packages and cologne are reported to be 
selling unusually well. 

Every Helen Ayars package has the same gold pack- 

age. Each package also carries the retail price making 
it easy to sell, especially when it is on counter display. 
In addition to the items mentioned there is a hand 
cream that has been formulated along pharmaceutical 
lines. 
’ said Mr. Ayars, “lies in 
maintaining dependable quality in the limited number 
of products offered. Every batch of any type of cos- 
metic is personally inspected by myself and my son. If 
we make a change in a fragrance the buyer is immedi- 
ately notified. 

“We do not try to cover the entire country with our 
products. Our sales people work from Pennsylvania to 
Colorado and from St. Louis down to the Gulf. We find 
that each cosmetic show is a producer of new accounts 
and our sales people find these produce repeat business. 

The Helen Ayars line is given an important position 
in every cosmetic sales department in St. Louis and its 
suburbs. Because of the special containers, the use of 
plastic bottles and over 500 formulae from which to 
compound any type of cosmetic in the price range 
which the firm has limited for itself, the line has en- 
joved a good reception since it was first offered on a 


“The future of our business,’ 


volume scale some 25 years ago. 


To Each His Own 


EAUTIFYING the human head costs something 

like $l-billion each each year, a recent issue of 

Business Week reports. There was a time when 
the lion’s share of this sum went into the pockets of pro- 
fessional hairdressers, barbers, and beauticians. But their 
share is dwindling fast. More and more, the owners of 
the heads are taking their tresses into their own hands. 

\ star “tool” in this field is the home permanent kit. 
Trade names on the market today include Toni, Lilt, 
Shadew-Wave, Bobby-Curl. The kits retail at around $2. 

This market first began to open up during World 
War II, when beauty operators headed in droves for 
higher-paying defense jobs. Among the first to jump in 
was Toni Co., in 1944. ‘Toni made the biggest splash of 
all, claimed in 1947 to be doing 90°; of all the home- 
wave business. And that 90° was no trickle; women 
liked the product so much that even when Henri came 
back from the war and revived the forgotten glories of 
his beauty salon he found that many of his customers 
had flown the coo »p for good. Toni’s profits went up to 
about $5-million a year. When Gillette Safety Razor 
Co. bought Toni in 1948, Gillette cheerfully paid $20- 
million for it. 

Today 60°, of the women who used to visit beauty 
parlors regularly do all or some of their hair repairs at 
home. The Saturday Evening Post last year reported on 
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After-shave lotion, talc and a hair groomer 


a survey that showed that the number of once-a-week 
beauty shop customers dwindled by more than a third 
between 1949 and 1951. 

Beauty parlors had kept a stiff upper lip by assuring 
each other that the hair- -dyeing business, at any rate, 
was still theirs. Then in the fall of 1950 a product 
called Tintair hit the market. Tintair made an even 
bigger initial splash than Toni. 

This was a heme hair colorer retailing at $2 (against 
up to $25 at beauty parlors). Its makers, Bymart, Inc., 
promoted so effectively that it all but killed the social 
stigma against women dyeing their hair. In its first 
year, Bymart sold about $20-million of Tintair. 





You can't tell people something once and expect 
them to do it. You’ve got to tell them over and over 
again. Even then they’re bound to make mistakes.— 
Bureau of Business Practice. 





Cosmetic Excise Tax Collections 


OSMETIC excise tax collections for the years of 

1950 and 1951 and also the collections for the 
months of 1952 so far issued are given in the table 
following: 

1951 1950 
$12,255,363 $ 9,836,052 


January $11,547,853 


February 14,338,420 12,867,842 11,654,681 
March 7,248,879 8,534,569 6,811,063 
April 8,218,865 5,746,348 6,985,099 
May 9,174,622 9,293,461 8,316,993 
June 8,253,649 8,622,275 8,136,742 
July 8,901,311 7,965,373 
August 10,252,706 9,671,335 
September 7,698,854 7,542,472 
October 9,365,932 7,900,314 
November 8,916,488 8,159,612 
December 8,974,245 7,781,091 





“Should she put it on before or after meals?” 
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101—AMBER 
D'ORIENT-SYNFLEUR 
\ warm, vibrant, solid Amber specialty 
with exceptional fixative qualities. Its 
distinctive Oriental note is also very 
valuable in exotic 
ducing an unusual soft deep undertone. 
1 Ib.—$16.00 
1 oz. Sample—$1.25 (postpaid) 


SYNFLEUR SCIENTIFIC LABORATORIES, INC. 
Monticello, New York 


102—BERGAMOT SYNTHETIC D&O 
A mature, full strength replacement for 
this costly natural product. Excellent 
when used to extend or support the 
natural, Bergamot Synthetic D&O is 
also valuable as a complete replace- 
ment. Its fresh, sharp, clean fragrance 
is a striking image of true Bergamot. 
1 oz. Sample—$.50 


DODGE & OLCOTT, INC. 
180 Varick St., New York 14, N. Y. 


compositions, pro- 








103——-BOUQUET SF 4850 


French type concentrated perfume and 
Cologne with a heavy body and light 
sophisticated fragrance. 

1 Ib.—$24.75 


GEORGE LUEDERS & CO., INC. 
427-429 Washington St., New York 13, N. Y. 


_ TTT 


104-—-BOUQUET S.R.T. No. 7023 


An exquisite oriental type with entranc- 
ing top note and unusually lasting prop- 
erties, 


Sample—$2.50 ........ 1 Ib.—$18.75 


S. B. PENICK & COMPANY 
50 Church St., New York 7, N. Y. 


LL 


& Essential Oil Review 





This new feature, which will appear every month, has a four-fold 


purpose in serving you. 


1. It will function to keep you alerted to new synthetics, 


specialties, compounds, ete., that come onto the market. 


2. It is designed to act as a continuing reference to materials 


that have been established and available right along. 


ply of these materials. 


3. It will serve as a handy guide to various sources of sup- 


4. It affords a very convenient method for ordering samples 
for testing or any experimental work you do. 


The handy order form found at the end of the SAMPLER SEC- 
TION should prove a time-saver, especially when ordering two or 
more samples from different sources. Since each item described 


in this feature also contains the name and address of the supplier, 


you, of course, 


Technical Abstracts 


The Dangers of the Cold Proc- 
ess in Permanent Waving. P. J. 
Michel and J. Saint-Paul. J. med. 
Lyon 29, 625-30 (1948). The phys. 
chemistry of halt waving is re- 
viewed, 10 references. C.A. 45, 16, 
7298 (1951) 


An Ultraviolet Spectrophoto- 
metric Quality and Stability Cri- 
terion for Medicinal Liquid Para- 
fin: R. Schnurmann, Pauline M. 
Martin, and W. F. Maddams (Man- 
chester Oil Refinery Ltd., Man- 
chester, Engl.). J. Pharmacol. 3, 
298-301(1951). Results of the Brit- 
ish Pharmacopeia acid test bear no 
relation to the quality of medicinal 
liquid parafhin (1) as detd. from 
spectrophotometric evidence. The 
96% H.SO, reacts with the min. 
amts. of hydroaromatic compds. in 
the refined oil and also dehydro- 
genates naphthenes. Two groups of 
compds. are sepd. from I by chro- 
matography: (A) compds. showing 
an absorption max. at about 2700 

1% 
A... E—15; 

lcm. 
no max. and the intensity drops 
sharply at wave lengths above 2400 
A. The B compds. are responsible 
for odor and color development. 
The spectrum of I is the superim- 
position of the spectra of the A and 
B. compds. in the proportions in 
which they are present, on the very 
weak background absorption of the 
naphthene-parafliin mols. C.A. 45, 
16, 7301 (1951) 


(B) compds. showing 


‘an order direct, if you so wish. 





105——BOUQUET T No. 6760 

\ deep lasting oriental, extremely pow- 
erful and cloying. 

Sample—$2.00 ........ 1 ib.—$14.75 


S. B. PENICK & COMPANY 
50 Church St., New York 7, N. Y. 





106——CERAMOL 

(Synonyms: Lanette Wax, Cera Emulsi- 
ficans) Ceramol makes lustrous creams 
having remarkable stability and shelf- 
life, or any consistency from thin milk 
to a stiff paste. Emulsifies essential oils 
easily, without altering color or odor. 
Bulletin on request. 

VY, Ib. Sample—$.50 


ACITO CHEMICAL CO., INC. 
82 Beaver St., New York 5. N. Y. 


107——CHANTINE 
New Perfume Oil Concentrate 
This new perfume oil has a sweet, deli- 
cate, feminine fragrance with wide 
appeal and great adaptability in all cos- 
metics and toiletries. Possesses unusual 
lasting powers and contains all of the 
necessary fixative properties. 

2 oz. Sample—$1.50 


AROMATIC PRODUCTS, INC. 
15 East 30th St., New York 16, N. Y. 





108——CHRYSANTONE 


\ perfumer’s specialty, useful in many 
types of compositions. Produces an 
herby spicy note of remarkable diffu- 
sive qualities and extreme persistance. 


1 Ib.—$32.00 


VAN AMERINGEN-HAEBLER, INC. 
521 West 57th St., New York 19, N. Y. 
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109——FLORALIZER +12 

\ pure synthetic chemical which adds a 
neutral sweetness to compounds. Pro- 
vides lift, freshness, roundness and pos- 
sesses a stabilizing effect against poly- 
merization. A useful extender for Ylang. 


1 Ib.—$4.50 


FINE CHEMICALS DIVISION OF 
SHULTON, INC. 
630 Fifth Ave., New York 20, N. Y. 





110——FLORANTHUS 

Novelty base which imparts an inter- 
original floral note. A 
vigorous and lasting fragrance, useful 
in many modern compositions which 
are enhanced by its sweet and flowery 


esting and 


tone. 
OE. cicbcdin ss cna ska ces sc eee 
Dl EE thik dacs $s ae 6 ke 2 $1.00 


BENJ. FRENCH, INC. 
160 Fifth Ave., New York 10, N. Y. 





111——GELSOL F 


This specialty is recommended as the 
finest material with which to replace 
or extend Jasmine Absolute. 


1 Ib.—$38.00 


VAN AMERINGEN-HAEBLER, INC. 
521 West 57th St., New York 19, N. Y. 





112—JONQUILLE 


This new specialty is truly a Harbinger 
of Spring. In the hands of a Creative 
Perfumer, this unique note opens new 


Avenues toward Refreshing Original 
Perfume Creations. 
So: Dna eae ee bie Se waco & $45.00 


ALBERT VERLEY & CO., INC. 
Chicago, Ill. — New York, N. Y. 


113——LAVENDERA 
Y-102-SYNFLEUR 

\ delightful, distinctive Lavender com- 

position with a universal appeal further 

distinguished by its unprecedented last- 

ing qualities. 





An excellent choice for 
that new men’s line or featured cosmetic 


Nee $18.50 


. om Gee... 6068 $1.45 (postpaid) 
SYNFLEUR SCIENTIFIC LABORATORIES, INC. 


Monticello, New York 
LT TT 
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* averse Sampler 


Borie Acid a Poor Deodorant, 
(J.A.M.A. 146, #11, 1090, 1951) To 
the Editor:—I would like informa- 
tion regarding the use of boric acid 
powder as a body deodorant with 
respect to its efficacy and its haz- 
ards. Answer:—No carefully con- 
trolled studies of the effect of boric 
acid as a deodorant have been 
found. Boric acid will not penetrate 
the unbroken skin. Long immersion 
of the extremities in saturated (5 
per cent) solutions fail to show any 
increase of boron in body fluids or 
excretions. However, it is rapidly 
absorbed through abraded skin or 
granulating wounds and_ under 
these circumstances is capable of 
producing marked toxic symptoms. 
Boric acid is a very feeble bacteri- 
cidal or bacteriostatic agent. Since 
its effectiveness as a deodorant 
would depend on its ability to de- 
crease the number and type of the 
skin surface flora, it is probably a 
poor choice for deodorant purposes. 


The Physical and Chemical 
Properties of Thioglycolic Acid 
with Consideration of Its Applica- 
tion in Hair Cosmetics: W. Vogler. 
Seifen-Ole-Fette-Wachse 77, 203-6 
(1951). A review on the prepn. and 
purification of thioglycolic acid, its 
role in the reduction-oxidation sys- 
tem, its alkali salts, and the analyti- 
cal methods used in its prepn. and 
purification. 15 references. C.A. 45, 
16, 7504 (1951) 


The Possibility of Using Glycerol 


Substitutes in Dermatology: W. 
Schneider and K. Beck (Univ. 
Hautklinik, Tubingen, Ger.). 


Therap. Gegenwart. 1948, 1-6; 
Chem. Zentr. (Russian Zonw Ed.). 
1948, II, 1433; cf. C.A. 45, 3998¢. 
The various glycerol substitutes are 
briefly disc ussed. Glycol and digly- 
col are the most safisfactory sub- 
stitutes for external use, although 
they are quite toxic for internal 
use. C.A. 45, 16, 7297 (1951) 





114——LIGNYL ACETATE 


A pure chemical, stable and non-dis- 
coloring even in soaps. Provides the 
woody, lavender character useful in ex- 
tending Linalyl Acetate. Valuable as an 
extender and modifier in Bergamot, Oak 
Moss, Patchouli and Vetivert types. 
1 Ib, — $2.00 
FINE CHEMICALS DIVISION OF 


SHULTON, INC. 
630 Fifth Ave., New York 20. N. Y. 


115——MOUSSE ARILLUS 


Represents the superlative in moss 
odors. Wonderfully deep, ARILLUS has 
the desirable earthiness, with emphasis 
on the spicy, modified by a slightly 
fruity accent. 


1 oz. Sample—$5.50 


POLAK & SCHWARZ, INC. 
667 Washington St., New York 14, N. Y. 





116——MUSCARO W 


A powerful fixative, replacing natural 
musk. Blends, intensifies and unifies all 
components. Readily soluble. 


Pe nn eee ee are eee $30.00 
re er ee $1.95 
Ve Ct, GHD ccc ccc sco wesw $1.00 


SCHIMMEL & CO., INC. 
601 West 26th St., New York 1, N. Y. 


117——-MUSK TONKIN 
ARTIFICIAL 100% 

Its typical animal note and fixing quali- 
ties simulate Natural Tonkin Musk so 
well that it serves as the perfect re- 
placement. We recommend a 15% solu- 
tion in alcohol to replace a 4 ounces te 
the gallon tincture of natural product. 
1 Ib.—$21.00 .... 1 oz. Sample—$1.50 


FLEUROMA, INC. 
38 West 21st St., New York 10, N. Y. 


118——-POLAWAX 


A versatile non-ionic emulsifying wax 
invaluable for making elegant and 
stable oil-in-water emulsions for all cos- 
metic and pharmaceutical purposes. A 
complete replacement for Cera Emul- 
sificans or Lanette Wax. 


1 Ib. Sample—$1.50 


CRODA INC. 
51 Madison Ave., New York, N. Y. 
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119——RHODINAL SUPRA- 
SYNFLEUR 

Characterizes the rich, deep Red Rose 
note so desirable in this aromatic. Rho- 
dinal Supra is manufactured only from 
carefully selected lots of Geranium Re- 
union, ensuring outstanding quality. 
is ais Sere air w aww $32.00 
1 oz. Sample ese walks " $2. 25 (postpaid) 
SYNFLEUR SCIENTIFIC LABORATORIES, INC. 


Monticello, New York 


120——ROSAM EXTRA 


Created with the expressed design to 
replace in part or entirely the ever cost- 
lier Absolute ROSE de MAI. Unlike 
other Rose replacement specialties, 
ROSAM EXTRA does not dominate the 
entire composition. It is, instead, the 
perfect blender with unlimited scope. 

DO ed kwe Chee oeewstee oe emS $25.00 


ALBERT VERLEY & CO., INC. 
Chicago, Ill. — New York, N. Y. 








121—-ROSE 7252 


With Rose Otto out of reach for so 
many compounds, try our Rose 7252. 
You can use 7252 in all products and it 
will faithfully reproduce the fragrance 
and characteristics of the natural Rose 
Otto. 

1 oz. Sample—$9.75 


TOMBAREL PRODUCTS CORPORATION 
12 East 22nd St., New York 10, N. Y. 





122——-ROSEMEL 


The outstanding synthetic Rose Abso- 
lute for use in fine perfumery. Rosemel 
possesses the deep rich tones of the 
natural flower absolute. 


1 Ib.——$42.00 


VAN AMERINGEN-HAEBLER, INC. 
521 West 57th St., New York 19, N. Y. 





123——TOLURONE 


Our time honored fixative extracted 
from Balsam Tolu. This pure crystalline 
concentrated derivative is unexcelled 
for sweet floral notes. 


1 Ib—$18.50 


P. ROBERTET, INC 
123 E. 23rd St., New York, N. Y. 
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Analysis of Monoethylene Gly- 
col, Diethylene Glycol, and Diethyl- 
ene Glycol Monoethyl Ether When 
Present Together: Bernhard Wurz- 


schmitt (Badische Anilin- u. Soda- 
Fabrik, ‘ctnietedee a. Rhein, 
Ger.). Z. anal. Chem. 133, 12-17 
(1951). Two new methods are de- 


scribed for the analysis of the mixt. 
The first method is based on the 
fact that monoethylene glycol alone 
reacts with an alk. soln. of CuSO, 
to form a blue complex contg. Cu. 
Under restricted conditions, the 
color can be used for estg. the quan- 
tity of glycol and then the other 
components can be detd. re 
from the d. The other method i 
based upon the insoly. of diethyl. 
ene glycol monoethy] ether in 
72.5% KOH soln. C.A. 45, 16, 6970 
(195 1) 


LAVEETEUEUEUEROEEOEEDER EEDA EE EUEET EEO EEEEDEEEOOUODEUEEODEO TEE TEOTEODEUDAEEDEEEO EEO EEA EEO EEUDEU DET EEEDEUOEOT EE EOUERT EEO EOO DOE DRO DED OEUEEO ERA EEU DEA EUODOU DEO SOG DEO DOG OOOO OOO ROO EOU ORO DEO OOO OOO OOOO REO ROO OOO ORO bOO ONES 


AMERICAN PERFUMER 48 West 38th St., New York 18, N. Y. 
AUGUST SAMPLER onper rorm 


Please have samples sent as checked below 









124——TOPNOTE 6377 


Based on new aromatics, this product is 
designed to give a remarkable forceful 
lift to a topnote. Used in the correct 
quantity (and it should be used very 
sparingly), it can be employed in many 
types of perfume. 


1 oz. Sample—$1.00 


POLAK & SCHWARZ, INC. 
667 Washington St., New York 14, N. Y. 


125——VANITROPE 


A new powerful and pure, vanilla-like 
flavor material, 16-25 times the strength 
of vanillin. Vanitrope will improve your 
vanilla flavor and will lower your cost. 
Vanitrope is a brand of propenyl guae- 
thol. Brochure available. 
Price—$27.00 Ib. 
FINE CHEMICALS DIVISION OF 


SHULTON, INC. 
630 Fifth Ave., New York 20, N. Y. 
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SHULTON, INC. has released its fall 
advertising which will include a 
heavy schedule of magazines, tele- 
vision and radio spots for Old 
Spice for Men shaving creams and 
after shave lotion; a special tull- 
color campaign on Friendship’s 
Garden Liquid Petals, new cream- 
perfume, in leading women’s mag 
azines; and its usual Christmas gilt 
advertising on all four toiletry 
lines—Early American Old Spice, 
Friendship’s Garden, Desert Flower, 
Old Spice for Men—will be strong 
both in magazines and _ television 
spots. In a year-round magazine 
schedule for Old Spice for Men 
shaving creams and after shave lo- 
tion, the campaign from August to 
December will be 30 insertions in 
nine top  male-readership maga- 
zines with a combined circulation 
of nearly 97 million. Color adver- 
tisements on Liquid Petals will ap- 
pear in the October and Novem- 
ber issues of ten women’s maga- 
zines. Gilt items from the fou 
Shulton lines will get equal play in 
full color advertisements which 
will reach over 50 million readers 
during November and Decembe1 
through 12 leading national maga- 
zines. Also in the plans are spe- 
cially prepared Christmas theme 
spots for television on Shulton 
toiletry gift sets. 


ALLIFD DENTIFRICE ASSOC. is intro- 
ducing ammoniated tooth paste 
with chlorophyll. The new _ prod- 
uct, now available to retail drug 
outlets, is called D-6 Dentists’ Pre- 
scribed. Tube and package, de- 
signed by Shefheld Tube Corp., are 
white with red and green lettering, 
with plastic cap in black. 


PEGGY SAGE is marketing Perfumed 
Spray Deodorant. It comes in a 
squeeze-spray bottle made of pale 
French-gray polyethylene, — gold- 
capped and gold-imprinted. A 
small directions booklet is at- 
tached. It retails at $1 and comes 
packed one-half dozen to the box. 
\ counter card is supplied with 
each order. 


rONI DIVISION of the Gillette Co., 
which celebrated its eight anniver- 
sary last month, claims that it has 
sold more than 150,000,000 Toni 
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Home Permanent wave kits since 
the founding of the company in 
July, 1914. 





Matchabelli’s Abano Bath Oil capsules 


PRINCE MATCHABELLI will market 

Abano Bath Oil in capsule form 

in addition to the regular bottles. 

Scheduled for retail by September 

15 », Abano Bath Oil Capsules, 18 in 
1 package, will sell for $1. 


RICHARD HUDNUT DIVISION of War- 
ner-Hudnut, Inc. will not ente? 
the non-neutralizing home wave 
field, according to president Elmer 
H. Bobst. Hudnut will employ ad 
vertising in newspapers, newspa- 
per supplements and other na- 
tional media to explain the per- 
manent wave process. It is con- 
tended by the company, which is 
said to own one of the first patents 
governing the non-neutralization 
method, that the latter gives at 
best inferior curls, and takes more 
time in doing it. The company is 
said to feel that the method is in- 
adequate to insure results compar- 
able to the neutralizing method. 


'rHE HOUSE OF TANGEE, founded in 
1920 by the late George W. Luft, 
is observing the Silver Jubilee of 
its occupancy of its Long Island 


City, N.Y., plant. This year is also 
said to mark the Silver Jubilee for 
nearly one-third of the = firm’s 


employees. 


PROCTER & GAMBLE CO. is under- 
taking an institutional advertising 
campaign. 

LADY ESTHER will repeat last year’s 
Four Purpose Face Cream promo- 
tion in September and October. 
WRISLEY will offer special deals on 
Soy Bean Shampoo, containing 
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chlorophyll, Lanolin Soap and 
Four Seasons Lotion in September, 


LENTHERIC presents Clean Up and 
Night Work. Clean Up is a non- 
emulsified and mildly antiseptic 
skin cleanser. It comes in an eight 
oz. polyethylene flat) oval clear 
squeeze bottle with pink lettering 
and plastic cap. It sells for $1.50, 
Night Work, a mild astringent lu 
bricating lotion, comes in a flow 
oz. similar bottle with gray letter 
ing and also sells for $1.50. Intro- 
ductory packages of the products 
are accompanied by a smaller bottle 
for testing. The unopened regula 
size bottle may be returned to the 
purchase point for a full refund. 





Lentheric's men's deodorant powder 


Another new Lentheric product is 
70°, Men’s Deodorant Powder. In 
unbreakable, translucent, squeeze 
bottles, with fluted plastic cap 1 
maroon and with maroon lettering, 
it sells for $l. Tenth addition to 
Lentheric’s line of Sta-Put lipstick 
shades is Pippin Red, at $l. 


LEVER BROS, CO. Is test marketing 
Pepsodent chlorophyll toothpaste 
in four cities: Chattanooga, Co- 
lumbus, O., Omaha and “Spring 
field, Mass. Newspapet advertising 
claims that it contains five times 
more active chlorophyll — than 
others. 


rANGEE Offers a counter display free 
of charge with every purchase ol 
four dozen 39 cents’ size packages 
of Petal Finish Compressed Powdet 
at a 37 per cent gross dealer's 
profit. The offer is good for a lim- 
ited time only. 
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B. 1. BABBITT, INC. will spend about 
$2,500,000 in radio spots to pro- 
mote Bab-O this fall. 


REVLON is distributing blue-colored 
Aquamarine Solid Mist, at $1.10. 


DEHERIOT, INC. is launching Chill 
Stick, perfumed in its White Lace 
fragrance. It comes in a containet 
etched with white lace pattern over 
a green background, packaged in a 
matching carton. It sells for $1.50. 


HELENA RUBINSTEIN brought a bit 
of Christmas in July when they in- 
troduced their Christmas line on 
July 22. Using a station wagon and 
several car ice-boxes, they toured 
sweltering New York, showing 
women’s magazine editors the new 
line. Marge Wilson, model, pre- 
sented each editor with a cold bot- 
tle of champagne, decked out like 
a Santa Claus. 


BLOCK DRUG CO, is marketing Amm- 
ident chlorophyll dentifrices in 


travel sizes, including a 27 cents 
toothpaste and a 25 cents tooth- 


powde r. 


CHERAMY, INC, ollers a new com- 
bination package containing a $1 
flacon of April Showers Liquid 
Skin Sachet and a matching col 
ogne at no extra charge. 


ZONITE. PRODUCTS will take over na- 
tional distribution of the Daggett & 
Ramsdell line. 


JEAN NATE presents a new draw- 
string chartreuse embossed vinylite 
travel bag with crystal clear front. 
The bag contains the eight oz. non- 
breakable plastic bottle of Friction 
pour le bain and a bath-size cake of 
soap. The soap comes in a water- 





Jean Naté travel bag 


proof sack, also with chartreuse vi- 
nylite back and crystal clear vinyl- 
ite front. The travel kit retails for 
92.50. 


ELIZABETH ARDEN’S Blue Grass per- 
fume will receive a tie-in promo- 
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tion with Will E. Cusick Co.’s Blue 
Grass lingerie shade. The cam- 
paign opened with a promotion by 
Marshall Field, which included a 
full page advertisement in the Chi- 
cago Tribune. Other stores are ex- 
pected to follow suit. 


SHULTON, INC. introduces Desert 
Flower Hand and Body Lotion. 
The pink lotion comes in a flower- 
decorated bottle in a carved plas- 
tic basket as protection against 
slipping, and is packaged in an em- 
bossed white carton. It sells for $1 
per 314 ounce bottle. 


tHE HOUSE OF TWAIN, INC. is intro- 
ducing a new insect repellent, called 
No-Bite, in stick form. Said to be 
government approved and _ field 
tested, it is claimed to be fully ef- 
fective against most insect bites for 
two hours or longer. Packaged one 
dozen to a counter or window dis- 
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New insect repellent stick 


play carton, it comes in two sizes, 
selling for 69 cents and $1. 


roNi, in line with its announced 
policy of stressing summer sales 
through increased advertising, of- 
fers a new packed display unit. Key 
piece in the new window display is 
a three by five-foot, eight-color cen- 
ter card promoting the new Toni 
Trio. The centerpiece carries the 
selling message: “Choose the per- 
manent custom-made for you.” 
The window unit also includes 
jumbo dummies as well as counter 
merchandisers, tuck-in cards, sell- 
ing station cards and small stream- 
ers for interior counter displays. 


HAZEL BISHOP sponsors “Inside 
News from Hollywood” and “Lor- 
enzo Jones,” Monday through Fri- 
day, over 188 NBC radio outlets to 
promote Complexion Glow and 
No-Smear Lipstick, in addition to 
current newspaper, magazine and 
television campaigns. 








RICHARD HUDNUT introduces Light 
and Bright one-bottle home hair 
lightener. Slated for retail through 
department and drug stores by Sep- 
tember, it will be backed by na- 





New Hudnut hair lightener 


tional and cooperative advertising. 
Ihe product is free from ammonia 
and alkali. It will sell for $1.50 per 
51% oz. bottle. 


NESTLE-LEMUR Offers a plastic brush- 
top applicator for Colortint. It sells 
for $l. 


NESTLE-LEMUR is introducing Chlo- 
rotalc talcum powder containing 
chlorophyll. It comes in a variety 
ol sizes, selling for 12 to 59 cents. 


HARRIET HUBBARD AYER has taken 
over distribution of Pears Soap. 


russy will introduce Beauty Plus 
Hormone Lotion next fall. 


ELIZABETH ARDEN is continuing its 
color-over-color promotion of lip- 
stick, face powder and eye shades. 
In its lipstick line, Italian Duet lip- 
stick, in eight combinations, sells 
for $1, Italian Duet lipstick, in a 
special package sells three for 
$2.50, and Jeweled Italian Duet lip- 
stick, two regular size lipsticks in 
one, sells for $2.50. 


rWISTO CONTAINER CORP. is under- 
taking a Los Angeles newspaper 
campaign to promote a tooth- 
brush which dispenses toothpaste 
through twisting of the handle. 
Theme will center around the 
portability of the fountain type of 
container, which makes brushing 
three times a day of the teeth con- 
venient. The container carries a 
six-to-ten day supply of paste; any 
paste may be used. Distribution is 
through department and drug 
stores, as well as cigar stands, vari- 
ety and grocery stores. If the Los 
Angeles promotion turns out to be 
successful, national distribution is 
expected to follow. The product 
sells for 98 cents. 
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“*‘SEE YOU AT THE POLLS!‘ 


“SEE YOU AT THE POLLS!‘ 









THE POLS!" 


Nobody knows for sure how it started—this line about ‘‘See you at the Polls!” 
we’re hearing all over these days. 

Best explanation seems to be that it came from that state candidate out 
west. . .. His opponent in a debate got all riled up and challenged him to fight 
it out in the alley. 

But he said—‘“‘T’ll settle this the AMERICAN way—I’ll see you at 
the polls!” And the audience picked up the chant. 


Now everybody’s saying it—and on Nov. 4 everybody will be doing it! 


‘*SEE YOU AT THE POLLS!‘ ‘“‘SEE YOU AT THE POLLS!‘ 
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RETAIL BUYERS REPORT 


Buyers Urge Open, Light-Weight, Small Size 
Packages to Increase Gift Sales 


JEAN MOWAT 


Chicago—With constantly — in- 
creasing prices of all commodities 
women are demanding higher qual- 
ity in the cosmetics they purchase 
and also smaller jars. Despite the 
economy that a larger size offers, 
women prefer to pay for less, and 
have more dollars left for other ne- 
cessities. Lowered prices on frag- 
rances increased sales for July. 

Christmas is only five months 
away, and as manufacturers are 
now completing lines, and will have 
last minute items to offer in late 
October and November, buyers 
urge that these makers remember 
that a larger unit sale at 50 cents, 
on items for office, club and shower 
parties, is made than when the 
price is $1 or more. Last holiday 
season the purse colognes that sold 
three for $1 in some lines, were 
broken up to accommodate the 
young working girl. 

Buyers would like to see fewer 
elaborately packaged merchandise 
for the holiday trade. This may or 
may not cost the store an addi- 
tional price, but if there is no in- 
creased charge the customers believe 
the merchandise is inferior. 


Open Packages Sell 


Open packages which a customer 
may examine sell easily. In the re- 
cent summer sale of colognes this 
was reported by some of the high 
style establishments as one reason 
for a repeat order made three times 
and completely sold out. It was at- 
tractive in color as well as fragrance. 
One of these stores reported a pick- 
up in solid cologne sales when the 
mercury was in the 90s for days, but 
that most women objected to the 
large size and preferred to purchase 
several fragrances in the small or 
purse size. 

These were easy to carry and 
often only one was purc hased at a 
time. The light weight container 
was also an advantage in this case. 
Similar light weight cases were in 
demand for in lip and cheek rouge, 
for women are not much interested 
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in the all-metal. Gay and decorated 
refillable cases are popular as gifts. 


More About Packages 


Many drug stores sell only pack- 
aged merchi andise and never permit 
one to be opened in the store. Yet 
these are continually being re- 
turned due to the breakage when 
attempting to remove the glass 
stopper from the perfume or other 
fragrance. “While it gives a good 
sealing of the essence,” said the 
head of one drug department,” it 
creates much work for us to try and 
remove the broken portion, then 
insert a cork which will continue 
to hold the fragrance intact.” 

There has been so much com- 
ment on this type of packaging 
that some of the local columns on 
new beauty products have discussed 
how to open such bottles. Appar- 
ently these are not read or given 
much heed for often one is not con- 
fronted with the problem at the 
time of reading. 


Colognes 


There are many delightful co- 
lognes on the market for all year 
wear and usually in larger bottles 
than one can possibly carry in a 
purse, or in an over-night case. 
“Couldn't the makers of these have 
a sample bottle attached to the 
large size so we could carry the frag- 
rance while we shop or even while 
playing bridge or going to a club 
meeting?” was the question posed 
by a woman who loves fragrances. 

Many of the vials she was able to 
obtain, she related, were so small 
at the opening that these could not 
be filled except with a tiny funnel. 
Often a store does not sell this as 
a separate unit but only in conjunc- 
tion with a fragrance sale. A vial of 
fragrance in the handbag for dab- 
bing on, during the day and eve- 
ning, would be a godsend to many 
women—if it were a part of the 
original sale. 

Many of these ideas are offered 
because of the extremely high tem- 
peratures in such areas as St. Louis, 





Solid scents and deodorants, 
bubble baths, soaps, hair 
treatments, chin strap and lift 
products solid sellers. 

* 


Hot weather ups noon-time 
counter browsing, 


stimulates 
telephone and mail order 


sales. 
es 


Buyers urge low priced, small 
size packages, light-weight 
containers, less elaborate holi- 
day packaging. 


Kansas City, Omaha, Des Moines, 
Chicago, Detroit where the brunt 
of the heat waves demand many 
showers, much soap, and even more 
deodorant and fragrances. With 
Christmas ideas weli along, some of 
these m “Ue considered for the 
summer «f 1953. 

One other item that has been 
brought up is that more stress on 
the relaxation bubble baths give 
should be made public. And for 
those who prefer showers why not a 
bag of per ound crystals to fit over 
the shower head? This is one facet 
of fragrance makers have missed, 
yet a regular container, adjutable 
for various sprays, could be made 
available. 


Treatment Lines 


Hot weather reduced the sale of 
these, which is regarded as more or 
less normal. Yet in line with the 
importance of care of the texture 
of skin, one may include hair. For 
the makers of hair preparations 
there is a vast new field opening 
that demands re-conditioning mer- 
chandise to keep the hair in good 
condition for the four or five per- 
manents that are being given each 
year to the average head. 

In a well equipped beauty parlor 
such treatment is advised before the 
permanent is applied, but in the 
home work where the neighbor-op- 
erator has had no training in the 
care of hair, or its different texture 
on one head, there is great damage 
being done. No conditioning is 
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given. No pomade is used after- 
wards to replace the lost oils and 
add the luster of naturally well kept 
and brushed tresses. Rinses, when 
proper ly applied, do not dry out the 
hair, if a pomade is used, and dyes 
when given by experienced opera- 
tors, are equally as successful and 
maintain a natural gloss, for smart- 


ness and a smooth coiffure. 


Foot Preparations 


The Middlewest, as mentioned, 
with its excessively high tempera- 
tures took advantage of the many 


Promotion Rat-Race Seen 


foot coolers and featured these in 
the leading stores of Minneapolis, 
St. Paul, Kansas and St. Louis, and 
Chicago’s several huge conventions 
—home furnishings and_political— 
gave an impetus and actual sale to 
such items. 

Advertising in major cities has 
been at a low ebb, with sales di- 
rectly produced from excellent de- 
partment sales, where women are 
doing more careful shopping, im- 
pulse buying, and in contrast hav- 
ing foundation and powders mixed 
to their own particular skin tint. 


Cause of Expensive Fiasco; 


Colognes, Toilet Waters Take Place of Specials 


DON COWLING 


Los Angeles—A top West Coast 
buyer feels that many _ toiletries 
manufacturers lack courage and 
faith in their products. Too many 
manufacturers follow too closely 
the lead of other manufacturers, 
whether right or not, without giv- 
ing their own promotions a chance 
to run their course. Retail outlets 
are being forced to readjust their 
selling programs too often. No 
sconer are they well under way 
with a new item or promotion that 
they like and are willing to do a job 
on, then they are asked to push all 
this into the background and _ pile 
up their energies to advance a com- 
pletely new item or idea 


Selling Properly 


The buyer calls attention to the 
fact that the selling line from the 
source at the manufacturer's plant 
down through the multifarious 
stages to the final point of sales to 
the consumer is a long and compli- 
cated one, and time must be allowed 
for the idea and the selling story 
to be absorbed so that some assur- 
ance of a proper presentation can 
be had. But in too many Cases just 
as Manufacturers A, B, and C have 
worked up their promotions, and 
the stores are beginning to under- 
stand them and get rolling on 
them, Manufacturer D brings out 
an entirely new type of item, and 
Manufacturers A, B and C set their 
production units frantically to work 
on their conception of the new 
item, and the stores are asked to get 
behind this new production, stock 
it generously, and give it space on 
their counters and in their news- 
paper advertising. 

The shortage of advertising space 
available to department store toile- 
tries sections points up the hope- 
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lessness of this kind of merchandis- 
| ing. Space just simply isn’t avail- 
able out here on the Coast for the 
kind of advertising called for by the 
quick progression of promotions. 
This buyer feels strongly that a 
manufacturer with planned promo- 
tion of a sound item in mind will 
do well to concentrate on that par- 
ticular promotion regardless of 
what his competitors do until he 
is advised bv his outlets that they 
feel they have squeezed at least the 
best part of the returns to be ex- 
pected from the promotion in hand. 


FTC and Procedure 


So far as we could determine not 
many West Coast buyers are taking 
very seriously the implied threat 
that stores in violation of FTC al- 
lowed procedure will be held 
equally guilty with the violating 
manufacturer. Concensus among 
buyers seems to be a waiting, do 
nothing attitude. One buyer put it 
plainly that even interest in the 
FTC is dying down. This buyer said 
| that those manufacturers who acted 

promptly now find their lines either 
| put out of the stores or pushed 
| aside; those who have not as yet 
| come up with an acceptable plan 
are doing business as before. This 
attitude militates against any far 
reaching planning. Many _ buyers 
are contenting themselves with an 
attitude of day to day operation, 
with a feeling that the important 
thing is to do nothing, until the way 
ahead is much more clearly defined 
than it is today. 


Around Town 


Solid colognes continue to hold 
their volume of sales. Salesgirls say 
that lines which do not include 
| solid colognes are missing volume, 








calls for the non-ex- 


as they receive 
istant items. 

An indication of the rush of man- 
ufacturers to follow is seen in the 
number of hair sprays to run 
streaks of color, now being offered 
West Coast stores. One manufac- 
turer is asking buyers to stock his 
particular product in seventeen dil- 
ferent shades. While this type of 
product is enjoying gcod sales here, 
particularly those which run a grey 
or white streak through the hair, 
acceptance is not such that buyers 
are likely to load their inventories 
with a new item in such a wide as- 
sortment., 

Space taken up last month on 
toiletries counters by specials and 
extra merchandise deals is occupied 
now by colognes and toilet waters. 
Preminently displayed in some 
a is Schi: iparelli’s Chloro Bath 

Cologne at $5.00. Salesgirls say it is 
moving, but it would go faster at a 
lower price, principally because of 
the tax. Dorothy Gray and Tussy 
colognes featured at half price are 
moving well. 

An inspection of the Owl drug 
store at the corner of Hollywood 
and Vine discloses four perfume 
display cases on top of the counter, 
all exactly alike except for the 
names etched into the glass front. 
The Coty case contained Rubin- 
stein, Bourjois, and Tussy items. 
The Lucien Lelong case contained 
Dana, Lentheric, Tussy, and Houbi- 
gant items, with one piece of Coty 
and four Lelong cologne testers. 
The Cara Nome case contained 
Cara Nome. And the Hudnut case 
contained Hudnut. 


Department of Commerce Partic- 
ipates in Ismir, Berlin Fairs 


The Department of Commerce, 
in cooper ration with the Mutual Se- 
curity Agency, will Py age in 
the International Trade Fair at Is- 
mir, Turkey, August 20 through 
September 20, and the Berlin In- 
dustrial Exhibition, September 19 
through October 5, under a MSA 
Technical Assistance Project. An 
exhibit booth for the development 
of international trade will be 
manned by qualified marketing 
and industrial specialists. 


Beauty and Barber Supply 
Institute Sets Meeting 


The Beauty and Barber Supply 
Institute, Inc. will hold its 48th an- 
nual convention at the Conrad 
Hilton Hotel, Chicago, Ill., August 
18 through 21. 
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PEN her eyes and her purse itt 
crystal clear Maryland Glass be 
styled for sales. A wide variety of cf 
designs in a complete range of sizes is 
constantly in stock at Maryland Glass, 
ready to ship to you. a 


But you get more than sales-provoking st jl fa 
and stock prices in Maryland Glass . -. you 
strength. These bottles learned to “take it” 
filling and labeling machines'way back on the” 

drawing board. They're practical all the wa yes yas 


Send for samples and prices. Ask for 
the styles shown below by name or tell us 


you pack and what sizes you sell and we'll 5 


suggest appropriate designs. Maryland G 
Corporation, Baltimore 30, Maryland, 


pack to attract in 


maryland glas 
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new and finer materials are 

constantly being made available to broaden the 
scope of your abilities as a creative 

perfumer and to advance the quality and 


variety of your fragrances. 


“Yours For Quality 
In All Things Fragrant” 


(Sinead eat, 


330 West 42nd Street, New York 36, N. Y. 


Branches: Philadelphia + Boston + Cincinnati + Chicago «+ Seattle +» Los Angeles + Toronto 





Calmar Plastic Sprayers Write for | 


Your fluid products look better, sell better 
with colorful Calmar closures...and the cost 
is surprisingly economical. Write for the com- 
plete Calmar Catalog-Price List. It may sug- 
gest profitable packaging ideas. 


Guaranteed satisfaction in lux- 
ury colors at low cost for glass 
cleaners, residual type insecti- 
cides, space deodorants, medi- 
caments, moth sprays, etc. Red, 
blue, green, yellow, ivory head 
and collar combinations. 


Please write: Sales Manager 
CALMAR COMPANY 
6800 McKinley Ave., Los Angeles 1, California 


S-20 $-10: 

20mm 18mm 

caps and 

only smaller 
caps only 


S-15: 22, 24, 28, 30, 
33mm and larger metal 
or molded caps 








fr 


No.5 


\ 


CALMAR COMPANY e 


Calmar Plastic Dispensers 


These low cost attractive 
dispensers are featured by 
many leading manufac- 
turers of hand lotions, liq- 
uid soaps, baby oils, 
beauty preparations, and 
household products. Cal- 
mar dispensers are equip- 
ped with stainless steel 
balls and springs. Calmar 
dispensers will never 
corrode when used with 
dispensable liquids not 
containing aromatic 
hydrocarbons, ketones or 
esters. All of the smart 
ivory head styles illus- 
trated are assembled to jet 
black molded caps from 
18mm to 33mm. 


Calmar Mohair Applicator 


Designed primarily for 
cleaning fluids, this func- 
tional closure is available 
in 28mm cap size with 
red enamel metal cover. 


6800 McKINLEY AVENUE e 


Calmar Atomizers 


Save money yet actually 
improve your package 
with refreshingly new pas- 
tel colors. Compare Cal- 
mar’s non-plugging, fine 
Mist atomization with any 
metal atomizer. You will be 
amazed! The snow white 
polyethelyne mounting 
will never discolor or 
corrode. 


Complete assembly in- 
cludes matching color 
urea caps and rubber 
bulbs in your choice of 
Dawn Pink, Laguna 
Green, Light Blue and 
Off Whicre. Immediate 
shipment of stock colors 
in urea cap Sizes: 15-415, 
18-400, 18-410, 20-410, 
22-410. 


Special color caps and 
bulbs also available. Can 
be mounted to your own 
caps. 


LOS 


CL 


ANGELES 1, 


Write for samples, specifying cap size and inside bottle height of your package 


Valveless rubber 
bulbs for colognes, 
anti-perspirants, 
hair preparations 
and products 
requiring the 
finest atomization, 


Valve-cquipped 
bulbs for room 
deodorants, hair 
dressings, 
medicaments, 
disinfectants and 
similar products 


CALIFORNIA 
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Buffalo Toiletries Volume Hit by Steel Strike; 
Liquid Colognes, Hair Goods Take Top Place 


MAGGIE FLEMMING 


Buffalo—Toiletries business — in 
Bullalo has been swung into a two- 
way swivet this past month, due to 
the opposing effects of the exces 
sive day-after-day humidity, on the 


ing popular-priced, nationally ad- 
vertised home needs and beauty 
aids. The lasting enthusiasm which 


attended their installation is cred- 


ited to the fact that they directly 
adjoin the toiletries department, an 
arrangement not always achieved in 





The Mennen Co, is promoting its Skin Bracer after-shave lotion through Miss Skin Bracer, 

22-year-old model, singer and television personality Linda Lombard. She received the title 

from a group of Marines at Camp Lejeune, N. C., after appearing in a Mennen Co. ad for 

the product. Five thousand sample bottles of Skin Bracer will be given away to camp per- 
sonnel in camp stores. 


one hand—and on the other, to the 
still unsettled steel strike. The 
strike finally caused sales volume to 
slump considerably. However, even 
though toiletries business suffered a 
setback, the heat and humidity 
made colognes top place leader of 
the month. And apparently for 
sticky, breathlessly hot-hot atmos 
phere, women prefer liquid co 
lognes to the stick type; because the 
liquid variety had the edge on sales 
tallies. 


Colognes Colossal 


At J. N. Adam's, two liquid co- 
lognes doing outstanding business 
were Matchabelli’s Summer Shower 
cologne at $1.65, and Ann Havi- 
land’s Floral Frost at $1.00. Leader 
of the regular favorites were Faber- 
ge’s Quartette Jr. package, these 
fragrances suffering not at all from 
the { fact that Faberge has not pro- 
duced a stick-type cologne to match 
their liquids. 

Sull enjoying success exceeding 
all expectations are the two new 
self-service islands at ]. N.’s, featur- 
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other stores, plus the fact that the 
islands are 20 feet long, 4 feet wide, 
and 5 shelves high, with every item 
in plain view and within easy reach 
of customers. Shelves at each end of 
these island counters feature sea- 
sonal items or specials. The turn- 
over of all items thus displayed is 
so terrific that keeping the shelves 
stocked and properly displayed is a 
full-sized project. 

At Flint & Kent, the Elizabeth 
Arden line was the leader for sum- 
mer volume—with her foot powder 
and lotion, egg fluff shampoo, and 
sun-prool lotion proving popula 
oldtime favorite, Blue Grass Mist, 
plus the newly added Blue Grass 
stick cologne. Helena Rubinstein’s 
sun tint at $1.00, created to achieve 
the sun-tanned effect, was a sellout. 
And Rubinstein’s Color Shampoos 
at $1.25 were moving very well— 
blond being the shade most re- 
quested, with the silver-tone being 
next in demand, especially among 
black-haired women. 

The Wm. Hengerer Co. was the 
only place where hair items shared 


top honors with colognes and re- 
lated items designed for  hot- 
weather relief. G lamour Streak by 
House of Barry, at $1.25, sold very 
well—on the strength of one com- 
paratively small ad, carried in the 
Sunday Courier-Express, unaided 
by any counter demonstrations in 
the store. However, several com- 
plaints were received from custom- 
ers who returned after purchasing | 
Glamour Streak to point out that 
their bottles did not contain sufh- 
cient substance to make more than 
a single small streak, or two—at the 
very most. 

Inecto’s Color-Quick, and appli- 
cator, offered at $2.40, proved very 
satisfactory as far as quality and 
quantity were concerned. But its 
turnover was slow, apparently due 
to its being priced above $2.00. 

Even though Buffalo women 
largely by-passed miscellaneous cos- 
metics and treatment lines this 
month, they refused to forego bod- 
ily fragrance and_ well-brushed. 
color-tipped hair. 


Men’s Preparations 
Moving Well 


LEE MCKENNON 


New Orleans—Cosmetics — pack- 
aged in plastic containers have 
been selling especially well to trav- 
elers for some time, but the buyer 
at one of the larger department 
stores commented recently that this 
tendency has shown in men’s prep- 
arations, too. 

Seaforth Shaving Lotion, Men's 
Cologne & Men’s Talc in plastic 
bottles are going very nicely this 
month. Their Stave, the men’s de- 
odorant in the attractive red plastic 
spray containers, is moving rapidly, 
the buyer reports. It would seem 
that men also wish to travel light 
and safely when it comes to toilet 
preparations. However, it is admit- 
ted that many of these items are 
bought by women for the male 
traveler. 

Other preparations for men that 
are good sellers are Shulton’s Old 
Spice Shaving Cream and. After 
Shave Lotion. The King’s Men tine 
is moving nicely, too. In other 
words, the buyer mentioned, men’s 
preparations continue to sell very 
well even in the Post-Dad’s-Day pe- 
riod. 

Shampoos are still going right off 
the counter. Elizabeth Arden’s Egg 
Fluff Shampoo moves along quickly. 
Helena Rubinstein’s Shampoo is 
selling rapidly. Summer outdoor liv- 
ing calls for more attention to the 
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e vogue for Solid Perfumes, Colognes, 


trend-conscious manufacturer of toiletries should have | 
hem in his line. We have pioneered 

and successfully tablished special perfumes of exceptional effusion, 
e: quisite bouquet and unusyal persistence for these products. 


We offer you complete jooperation in the development of solid fragrances — 










from Ne stick itself to the most intriguing odor for it. 
For further de ils — simply write your 
name and adi res on the border of oe CHEMICAL COMPANY, INC. 
this ad and iimail it to us today! E LT me Brooklyn 37. NY. 





% 

4 

= PLANTS: Brooklyn © Los Angeles * Montreal ® Paris 

© SALES OFFICES: Atlanta * Boston * Chicago * Dallas 
Philadelphia © St. Louis *® Toledo ® Toronte 

i Stocks carried in Principal Cities 


AROMATIC CHEMICALS * ESSENTIAL OILS * PERFUME OILS * FLAVORS 
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hair, one buyer thinks and trequent 
shampoos are desirable due to in- 


creased perspiration in the hot days. 


Deodorants are selling in large 
volume, of course. Although they 
go well all the time, summer is their 
top season. The liquid deodorant 
is still the top seller, buyers agree. 
Solids are popular powders 
sell nicely . . . but it is the liquid 
deodorant that stays well out in 
front so far as sales are concerned. 


Hot Weather Boosts Mail. 


of Bath Products and 


JEAN ROBERTS 


Dallas—Summer months here 
present some peculiar merchandis- 
ing problems for cosmetics depart- 
ments. The hot weather tends to 
cut to a minimum the number of 
shoppers. On the other hand, be 
cause of the air-conditioning there 
is a concentration of working peo 
ple shoppers during the noon hou 
periods. 

This means that items displayed 
on the counters must have quick 
eye appeal since most of these peo 
ple are just browsing through the 
store to keep cool. But if items, de- 
parunent buyers have found, have 
price appeal and eye appeal, there 
can be numbers of sales made. 
Consequently, counters for the 
most part are loaded with me 
chandise either of the bargain na 
ture or seasonal which will appeal 
to casual shoppers. 


Hot Weather Shopping 


The hot weather also means that 
lots more shopping is done by tele- 
phone and by mail so that there is 
a sizable amount of newspaper 
lineage run. Bill stuffers also are 
used to advantage. Radio spots are 
pointed for telephone business 
rather than coming into the stores. 

Chain drugs in general use the 
same approach as the department 
and specialty stores. Counters are 
used extensively to display mer- 
chandise most of which is in line 
with weather requirements. 

Deodorants have come in for a 
large portion of advertising space, 
most ads featuring three kinds: the 
spray, the cream deodorant and the 
stick. Most clerks report that sales 
of the stick deodorant, the newest 
form, have been very good. Many 
purchases, they say, have been 
made by or for men who do not 
like to fool with the cream variety. 
hey like the mist type all right, 
but find the new stick even less 
trouble. One store featured this 
deodorant stick with stick cologne 





& Essential Oil Review 





One buyer said Stopette is still het 
leader in deodorant sales for three 
reasons, she thinks. The _ plastic 
squeeze bottle is useful, the deodor- 
ant effective and the advertising has 
been plentiful and effectively han- 
dled. 

Another item which has gone 
very well this month is liquid clean- 
sers. It seems summer time calls for 
a light cleanser and the liquid type 
appeals to the consumer. 


Telephone Shopping; Sales 


Stick Deodorants Brisk 


for travel and results were very 
good. 
Stick colognes continue to be 


sold as cooling agents as well as 
pleasant scents. 

sath products of all kinds are 
enjoying what may turn out to be 
their biggest summer. Bath 
bath oils and bubble bath products 
demands continue brisk even in 


salts, 


this city where almost every house 
has a shower bath. 
Most departments have con 


tinued displays on hair-care items. 
Brushes, shampoos, oils, home per- 
manents are on the counters. Lilt, 
Toni and Richard Hudnut still 
lead the market in the home per- 
manent field. The impact of Toni’s 
national advertising campaign on 
the new Toni trio was evident. 

\ widely known figure in the 
Dallas cosmetic field announced 
her retirement as of August 1. Mrs. 
Leona Stowe, buyer in the cosmet- 
ics department for A. Harris & Co., 
will leave her post to be succeeded 
by Mrs. Mary Baxley, who has 
been her assistant. Mrs. Stowe di- 
rected the recent expansion of the 
store’s cosmetic section. 


Treatments, Colognes 
Cincinnati Leaders 


MARY LINN WHITE 

Cincinnati—Thanks to the ex- 
tremely hot, humid weather (which 
drove women to seek the comfort 
of air-conditioned stores) and some 
smart displays and promotions, co- 
lognes did especially well. For ex- 
ample, one store set up a freezer in 
one corner of the department which 
faced out toward traffic, placed a 
display sign on it “Keep Cool with 
Fragrances,” and placed inside a 
number of solid scents. 

These solid scents are still selling 
immensely well, though there are 
now so many lines available that 
each one sells less, comparatively, 














than last year. Revlon’s aquamist 
solid was especially popular at 
Mabley and Carew, and the same 
store reported success with Dorothy 
Gray's new combination, purse size 
cologne stick and deodorant stick. 
“Old fashioned” liquid colognes, 
too, walked out, with Faberge’s 
“Straw Hat” being much-asked-fo1 
at Rollman’s and Harriet Hubbard 
Ayer’s new $1 custom colognes pop- 
ular at Mabley. Dana’s Triplets 
(three glass tubes at $2) were ‘““won- 


derful,” several departments re- 
vealed with elation; ditto for 
Matchabelli’s “Summer Shower.” 


Another hot item was a new one 
called “Shoo,” a cologne type of 
stick which is designed to repel mos- 
quitos for at least 4 to 6 hours 
after application. It has no odor, 
sells at $.39 and $l. 


Successful Ads 


“Phenomenal” was a_ buver’s 
word for the business that resulted 
from one newspaper ad on Tussy’s 
lipsticks at $.59; reorders were nec- 
essary. Very happy over a page ad, 
done in regular editorial, rather 
than advertising, style was the Shil- 
lito toilet goods department, which 
didn’t have one dud on the entire 
page. Items which received the most 
play in the page were most-bought: 
the idea will be repeated, with even 
more emphasis on the “news-page 
look,” with various items being ro- 
tated to “best” spots on the ad page. 


Treatments A Treat 


Treatments have continued to 
sell well, hot weather or no. Lead- 
ing ones are Denney’s invisible chin 
strap, Rubinstein’s contour lift, and 
Elizabeth Arden’s permalift. Hot 
weather is held responsible for the 
purchase of home permanents by 
the gross; Shadow Wave, Prom, Lilt 
and Toni lead here. 

This city’s women are not “for” 
the pink-and-white look of fashion 
magazines. They've shifted to dark 
foundations and orange lipsticks 
and rouges. Though there were 
calls for leg-make-up, few stores 
stocked it. Dorothy Gray’s new sun- 
tan stick was very successful in spite 
of its newness. 

Novelties, such as metallic pow- 
der (for a silver or gold streak in 
the hair), stardust (for the eyelids), 
and various types of hair tints have 
done very well, usually depending 
upon the play given them in the 
department. 

One buyer expressed amazement 
at the immediate sales of Revlon’s 
nail treatment kit at $1.95. ““Every- 
body must have problem nails,” he 
grinned. 
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Your product couldn't ask for more—a lovely- 
to-look-at sales package capped with a beautiful 
molded Empress closure. 


SX 


Here is willie fine example of a 
beautiful, distinctive package you 
can give your products and still 
keep within commercial limits on 
container Costs. 

The new, lovely Contoure Line, 
you see here, is part of a tremendous 
selection of Duraglas stock-mold 
containers Owens-Illinois offers 
you in different sizes, styles and 
shapes. Once you select the ones 


DBuraglas 
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exactly right for your products, our 
packaging specialists will design 
an appealing label and closure com- 
bination for you. 

Have a highly individualized 
Duraglas sales-package economi- 
cally by using stock-mold contain- 
ers. And, regardless of market con- 
ditions, you can’t afford not to give 
yous product the advantages of sell- This sparkling new Contoure Line is available 
ing impact at the point of sale. in 5 popular sizes—1-, 2-, 4-, 6- and 8-ounce. 


packages are protectors of quality 


OwWENS- 





LLINOIS GLASS COMPANY ¢ TOLEDO 1, OHIO © BRANCHES IN PRINCIPAL CITIES 
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ints for Improving Production 


How to establish a workable safety program in the 


manufacturing plant 


Responsibility for success 


of any such plan rests almost wholly with the foremen 


UR plant foremen have 

many responsibilities which 

include the physical condi- 
tion of their departments and the 
plant itself, proper care and main- 
tenance of equipment, quality 
production at minimum cost and 
keeping an efficient staff of work- 
ers doing a good job. 

lo these basic responsibilities 
one more should be added by the 
executive management of each 
plant: full and complete responsi- 
bility for plant safety application. 

Safety begins with the fore- 
man’s example. If he himself prac- 
tices the full safety code of the 
plant every moment on the job 
and sees to it that employees ob- 
serve him exercising these precau- 
tions constantly his own task is 
made that much easier. 

Management's initial task, after 
formulating a good safety program 
in itself, should be selling this pro 
gram to the plant foremen. Unless 
these men are sold on the program, 
believe in it from start to finish, 
and are individuals to whom safety 
is second nature . then even the 
best plan will flounder, 

No matter how well the program 
has been drawn up initially new 
developments in the future can 
create unforseen hazards which 
must be coped with. These hazards 
may be a long time reaching the 
front office unless foremen and 
workers are alert. 

It is the foreman’s job to see that 
every employee is provided with 
the proper safety equipment for 
his job and see to it that this 
equipment is used at all times. 

His responsibility also calls for 
the immediate and proper making 
out of any and all accident records, 
conduct of periodic safety meet- 
ings, enforcement of cleanliness 
and orderliness as basic require- 
ments of the safety program, and 
to be so safety conscious himself 
that his example will inspire the 
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same awareness of salety practices 
by every employee of the plant.— 
E. W. Fair. 


Drums Emptied Automatically 

\ newly designed, fully auto- 
matic conveyor system for emptying 
up to 40 drums per hour is an- 
nounced by the Gifford-Wood Co. 


Deum im Discnarae 


Position 


Toray Enctoseo 
Automaric Snip Hoist 


Automatic Air 


Ortaatto Door Maremar Reece 


Horrer 
Fue Drum 


Feeo Converor 


Tomatic * Ti 


Drum Hanouns System 








Demineralizer Unit 


Ordinary ti ap water is changed to 
the chemical ionic purity of dis- 
tilled water inexpensively by the 
Hydrion demineralizer unit accord- 
ing to the manufacturers, A. E. 
T omkin & Co. The unit is attached 
directly to the water faucet and no 


TOMATIC 


Deum Wasnee 


Automatic 


Deum Lowerator 


Emprico-Wasneo Daum 


7 Encioseo ~ Dust 


DiscnHarce 


Outline sketch of the conveyor system for emptying drums. 


Ihe totally enclosed drum empty- 
ing system is stated to eliminate 
manual lifting, cut work hours and 
provide dust free emptying of 
drums and washing of the emptied 
drums. 


Fog Spray Nozzle 


A versatile fog spray nozzle with 
a handy three foot applicator, posi- 
tive shut off and garden hose con- 
nection has been announced by 
Bete Fog Nozzle Inc. 


Temperature Regulators 


A new addition has been made to 
the line of self operated tempera- 
ture regulators offered by the Farris 
Stacon Corp. It features design sim- 
plicity to allow quick, easy dis- 
assembly for relapping and ¢ leaning 
in the field. 


heat, cooling or power is needed. 
he unit uses disposable refills 
which are discarded when _ ex- 
hausted. A new service model is 
stated to have a capacity to produce 
pure water at a rate up to 5 gallons 
per hour. 


New Model Viscometer 


Several new models have been 
added to the line of Sunchro- 
Lectric viscometers according to 
the Brookfield Engineering Labo- 
ratories Inc. With its 200 to 1 ratio 
of speeds starting at .3 rpm, a new 
eight speed viscometer is claimed 
to be ideal where ranges of viscos- 
ity either are or may be encoun- 
tered. In addition to the foregoing 
there is a new modified four speed 
model and some ten other single 
and four speed models available in 
various rpm’s up to 600. 
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Moisture Testing Instrument 


instrument for 
content in 


\ new 


moisture almost any 


non-metallic, dry granular materi- 





Testing toilet soap samples 


als is offered by the Moisture Reg- 
ister Co. The instrument consists 
of four separate units: the maste1 
measuring unit, the interchange 
able range box, the sampling unit 
consisting of electrode and sample 
cup and hydraulic press complete 
with pressure gauge. An exclusive 
feature claimed for it is the hydrau- 
lic press which eliminates the need 
for accurate weighing and measut 
ing of samples to be tested. 


Protective Rubber Lining 


Pipe sizes from 11% in. in diam 
eter up to any secnioueiile size 
required may be lined with rubber 
without risk of processing failure 
according to LaFavorite Rubbe 
Mig. Co. Lining may now be ap- 
plied on three 90 deg. bends in a 
sy length of pipe as small as 4 
in. in diameter. 


Activated Carbon Equipment 


\ new line of activated carbon 
equipment for air recovery and 
purific ation that is said to embody 
Improvements and new concepts of 
air engineering has been an- 
nounced by \erotrol Engineering 
Corp. 

Variable Flow Pinchcocks 

Variable flow  pinchcocks—little 
clamps for controlling gas and liq 
uid flow in rubber and other flexi- 
ble tubings up to 3% in. diametei 
are offered by Fisher Scientific Co. 
The innovation is a nickel plated 
brass attachment by which a set 
screw controls the movable jaw. 


Floor Scrubbing Machines 


Floor scrubbing and polishing 
machines with adjustable handles 
for tall or short Operators, are an- 


nounced by the Hild Floor Ma- 
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testing 


chine Co. With a series of inter- 
changeable attachments the ma- 
chines may be used to scrub, wax, 
polish, buff, sand, grind or steel 
wool floors of all kinds. 


Far-infrared Radiant Heaters 


The comparatively new far—in- 
frared radiant heaters enable 
many processing jobs such as cur- 
ing, preheating and baking to be 
speeded up according to the Ed 
win L. Wiegand Co. This rathe 
different heat source radiates its 
energy in the almost invisible far- 
infrared portion of the spectrum 
and the difference in wave length 
explains many of the advantages of 
its use, 


Roller Turntable 


roller turntable for incorpora 
tion into roller gravity conveyot 





Turntable may be locked in position 


systems has been developed by the 
Lamson Corp. It may be locked in 
position so that the flow of pack 
ages is in one direction only. Oth 
erwise it makes possible a change 
in direction of packages that are 
being processed during production 
or shipping. The unit consists of 
roller section and two auvxiliary 
rolls. The swivel section revolves 
on casters on a center point. A foot 
treadle locks the turntable into 
position, 


Three Roller Mills 


Highest quality grinding or dis 
persion results from the use of the 
new three roller mills offered by 
Charles Ross & Son Co. according 
to the company’s description. Dis- 
persion or particle size reduction is 
accomplished along the full pro- 
duction face of the rolls as new 
type hoppers ride off the outside 
taper of the rolls. The mills are 
said to be very quiet in operation. 


New Insulated Vat 


An insulated vat with a stainless 
steel lining for mixing and storing 
liquids, emulsions, extracts, etc. is 


offered by the Cherry-Burrell C orp 
Chere are 11 standard sizes ranging 
from 100 to 1000 gallons. Feature: S 
include a 2-in. thick corkboard insu 
lation, sump type outlet with a sani 
tary valve and a one-piece stainless 
steel agitator that may be removed 
for cleaning. 


Low Priced Fog Nozzles 


A new line of low priced stain 
less steel fixed installation fog noz 
zles for industrial processing is an 
nounced by the Bete Fog Nozzk 
Co. The new nozzles are smaller in 
size and lighter in weight than 
previous models. They employ 
a patented spiral principle of 
atomization. 


Light Weight Plug Valve 


A new fabricated stainless steel 
plug valve which through an in 
genious interior construction Is re 
markably light in weight is an 
nounced by Alloy Products Corp. 
The new valve weighs about half 
as much as conventional valves it is 
pointed out. 


Adjustable Filler 


A new filler, rapidly convertible 


for filling from gallon to quart con 
tainers without any change of parts 
is offered by the F. L. Burt Co. A 
single shot piston discharges 15 on 
more fills per minute of desired 
with complete 


quantity accuracy 





Useful for liquids and semi-solids 


according to the manufacturer. It 
has a 40 gallon cone on shaped 
hopper. Operation is simplified 
for liquids and semi-solids it is 
stated. 


New Type Beam Balance 


A new type of triple beam bal- 
ance which features an undivided 
tare beam to compensate for the 
weight of containers, thus eliminat- 
ing the need for further calcula- 
tions is announced by the Ohaus 
Scale Corp. 
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The Editorial -‘**WE’’ 


4 Thought on 
The Election 


E are in the midst of a hot 

summer, and the political at- 
mosphere in America does not 
make it any the cooler. As the epi- 
thets are tossed around, as we heat 
the charges and the countercharges, 
the denunciations and the encomi- 
ums, it must seem at times that we 
are in the midst of another inter- 
nal war, not sectional, but none the 
less civil. Yet, is this not where the 
strength of America can be found? 
Here, amidst the bitterness of the 
internal strife, with each side see- 
ing America brought to ruin if the 
adversary should be victorious, let 
us stop to remember that America 
will survive, no matter the out- 
come. Whatever the people may 
decide on the first Tuesday after the 
first Monday in November of this 
year which is divisible by four, the 
future augurs well for this country. 
No greater safeguard for democ- 
racy can be found than the peri- 
odical soul-searching of the people 
in their choice of political leaders, 
and it is the freedom to denounce 
the ins as strongly as the outs that 
imparts to these United States a se- 
curity that no budget can buy. We 
make our choice, as do you, con- 
vinced that one candidate is prefer- 
able to the other. Abiding by the 
time-honored custom of the indus- 
trial press of America not to be 
partisan in political issues, our 
choice remains a secret unto our- 
selves. We have neither the right 
nor shall we make the effort to con- 
vince you, through these pages, to 
join our Way of voting. Sut we vote 
convinced that, whatever the ver- 
dict, America will continue on the 
road of progress and democracy. 


Is Soap 
A Cosmetic ? 


The much-publicized Delaney 
Committee has issued its report, 
and Congress has adjourned, as 
predicted, without taking any ac- 
tion. Whether the report will be 
translated into a bill, and eventu- 
ally a law, in the future, depends 
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on many factors. There is little that 
is world-shaking in this report, and 
only one item on which we should 
like at this time to offer some com- 
ment. The proposal has been made 
to include soap in the definition of 
cosmetics under the Federal Food 
Drug and Cosmetic Act. Now, to 
argue this matter on the basis of 
whether or not soap is a cosmetic 
is to beg the question. A definition 
is what we make it, and for legal 
purposes a definition can be broad- 
ened or narrowed by our solons be- 
yond the limits expressed by such 
authorities as Webster. If the lexi- 
cographers and the semanticists 
agree that soap is a cosmetic, then 
th: it does not in any way prove that 
it is desirable to include this spe- 
cific cosmetic in the provisions of 
this specific law. On the other 
hand, if it is indisputably demon- 
strated that soap is not and can 
never be a cosmetic, that in no way 
proves that the law encompassing 
cosmetics should not include the 
bar of soap. Definitions are second- 
ary, they are unimportant, and 
they are whatever we wish to make 
them. Let us be the master of 
words, not their slaves. 


Let’s Avoid 
Surplus Regulations 


All of which leads us to the soap 
question. Is it desirable to place 
this product under the provisions 
of the particular law? To answer 
in the affimative, the Delaney Com- 
mittee brings forth two arguments, 
neither of which seem to carry a 
good deal of weight. First, there is 
intimate contact with such a large 
surface of the body, and secondly, 
there are a number of new materi- 
als, evidently the synthetic deter- 
gents, being used in soap. To an- 
swer these two points one by one is 
hardly worth the effort, for the is- 
sue is not even remotely touched 
upon. The government should be 
concerned with whether the pres- 
ent body of laws, as interpreted by 
our court system, adequately pro- 
tects the public. Try as we may, we 
cannot see how the public is suf- 
fering in its purchase and use of 











soap under the present law, and 
how it would be benefitted by the 
labelling and other provisions of 
the law under which cosmetic man- 
ufacturers now function. As a mat- 
ter of fact, we believe there are 
very definite dangers, definite dis- 
advantages in the extension of the 
definition of cosmetics to cover 
soap, and it is the responsibility of 
the legislative branch of our gov- . 
ernment to weigh these matters 
more carefully than was done in 
this instance. For laws do not ad- 
minister themselves. They require 
funds, people, lawyers and clerks, 
forms and filing cabinets, hearings 
and orders. All of this means that 
the Food and Drug Adminstration 
must either receive more funds, 
which Congress is reluctant to ap- 
propriate, for reasons that are ap- 
parent in this age of billion-dollar 
budgets, or the F.D.A. must 
weaken some of its other work in 
order to divert the forces to soap. 
So long as Congress is unable to 
uncover a single abuse not covered 
by the present laws, we think this 
would be dangerous legislation, 
and it is the type of legislation that 
creates the very bureaucracy that 
we talk about, and the budgets that 
we fight against. 


Free Goods 
And Bonus Goods 


Cosmetic manufacturers will take 
note of the recent order of the Fed- 
eral Trade Commission banning 
the use of the word “free” in such 
cases where the recipient had to 
buy other goods perform some 
services. The decision involved the 
300k-of-the-Month Club, which 
has been giving (if we may use the 
word) one book to a member upon 
the purchase of certain other books 
chosen by the club. There have 
been some abuses of the word 
“free,” some advertisements that 
made promises to readers that were 
deliberately misleading. We _ be- 
lieve in the common sense rule that 
these advertisements must be read 
in their full context, and bearing 
in mind the medium used and the 
audience reached. The readers of 
the book sections of newspapers 
and other potential members of 
the Book-of-the-Month Club could 
hardly have been led astray by the 
advertisements in question, and yet 
we recall clearly explaining to a 
child who had seen an offer in a 
comic book that the stamps were 
not really free, even though the ad- 
vertisement apparently so stated. 
We believe that the banning of the 
word will prove no great hardship, 
for such terms as “bonus goods” 
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and “extra goods” are available. 
However, it is hardly the solution 
of a problem to make sweeping or- 
ders affecting those who have acted 
in good faith and whose customers 
cannot possibly have been misled. 
\ few more orders of this type, and 
we believe the propagandists for 
the cause of democracy will be 
cited by F.T.C. for their references 
to the free world! 


What’s in 
a Name? 


Now that we have the soap off 
our chest, let us turn to a lighter 
note. We are deeply gratified to 
learn that the Patent Office has re- 
versed an Examiner of Trademark 
Interferences on a decision to deny 
registration of “Libido” as a trade- 
mark for perfume because it has 
“immoral” overtones. We _ are 
happy to see this decision because 
we believe that the perfume indus- 
try would suffer considerably at the 
hands of self-appointed censors if 
its names could not be registered, 
or its advertising copy distributed, 
because of the so-called immoral 
implications. It has been common 
trade practice in the perfume in- 
dustry to use names and advertising 
appeal suggestive of the attraction 
between the sexes, and defeat in 
this case would have opened the 
government activities 
whose repercussions could be most 
severe for the industry. Neverthe- 
less, we cannot say that the entire 
matter displeased us. For, to Drug 
Trade News editors we offer con- 
geratulations for the headline-of- 
the-year: “Patent Office Fails To 
Suppress Libido.” 


door to 


Beauty and the Books 


HERE is no end of books on 

beauty. They go back literally 
hundreds of years, have been writ- 
ten by famous actresses, lovers, and 
beauties, and we suspect not read 
too widely, but perhi aps their influ- 
ence may be felt in a more indirect 
fashion. Latest, we find, is Anita 
Colby’s Beauty Book, which covers, 
cosmetics, soap, diet, exercise, and 
even entertainment, Miss Colby is 
described as a “movie personality 
and actress.”” No doubt this could 
be verified with a little research, 
but we will forego the effort, and 
accept the description for its accur- 
acy, with the little reservation that 
this not-very-frequent moviegoer 
had not heard the author’s name 
until the book was announced. 
Which is not meant as a criticism 
of the book, but only of ourselves. 
But Hollywood, we suspect, has 
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done muc h more to spread the mes- 
sage of cosmetics than could be ac- 
complished if every actress wrote 
her innermost beauty secrets with 
utmost skill and candour. 


Some Thoughts 
On a Market Survey 


Flavor and cosmetic manufactur- 
ers will be deeply interested in the 
1952 Illinois Consumer Analysis, 
recently prepared and published 
by the Illinois Daily Newspaper 
Markets, of Springfield. It is a 
study covering consumer brand 
preferences in thirty-two Illinois 
cities, not including Chicago. In 
the market area covered, there is 
claimed to be somewhat less than 
one and a quarter million people, 
and for most national manufactur- 
ers it is a survey that will be of in- 
terest mainly to the extent that it 
seems to reflect the buying habits 
of a much larger segment of the 
American public. ‘T he analysis was 
conducted by home __ interviews, 
with the samples actually inter- 
viewed varying from one city to an- 
other, and ranging from about two 
to five per cent. Only the brand 
preference is given, not the sales 
volume. In looking over this re- 
port, we are struck by the very wide 
variation in the buying habits re- 
ported by markets almost adjacent 
to each other. For example, 2.9 per 
cent of the families interviewed in 
LaSalle declared that Pepsi-Cola 
was their favored soft drink for 
home use, while in Moline and 
Rock Island the figure rose to 40.2, 
and further south, in Robinson, it 
was 67.9. Now, a variation of this 
type taxes one’s credulity, unless it 
is accompanied by adequate €X- 
planation. It may be that in La- 
Salle influential distributive organ- 
izations will not stock or will not 
promote Pepsi. But it may also be 
true that the sample studied was 
too small, the areas chosen not typ- 
ical. In the toilet soap question- 
naire, the results were not so dra- 
matically divergent, a typical swing 
being that of Ivory for bath, pre- 
ferred by 10% of the buyers in 
Charleston and 28% in Streator. 
But when we turn to personal de- 
odorants, we find one product men- 
tioned as the favorite brand by as 
few as 1.6% in one city, and as 
many as 29.3 in another. Assuming, 
if we may, that those preferring 
one brand buy it as frequently as 
those preferring another, and that 
second choices and third choices 
are used rather infrequently in 
most cases, it would be interesting 
to see a comparison of these fig- 





ures with the actual sales statistic 
in the areas. It is true that such a 
comparative study could only b 
done by arrangement of the manu 
facturers, but it certainly would be 
a worthwhile venture, merely as a 
test of the validity of this survey, 
and possibly of surveys in general! 


House to House 
Sales for Toiletries 


The drug store and the depart- 
ment store are holding their own, 
according to this same 1952 Illinois 
Consumer Analysis, but the in 
roads of grocery stores and house 
to house sales have been rather 
strong. Unfortunately, there is in- 
sufficient data to make an analysis 
of this very important question, for 
there is no comparison with previ 
ous years, it is not clear whether 
grocery stores include supermar- 
kets or whether these are “others,” 
and the question itself was worded 
vaguely: “Where do you and your 
family buy most of your cosmetics 
and toilet preparations?” The 
house to house and grocery outlets 
amounted to 15 and 7% respec- 
tively, for all cities, and ran as high 
as 340% for house to house in Ma 
comb, and 18.4 for grocery stores 
in Kewanee. Again we state, as 
we have done in the past, that 
these are the revolutionary devel- 
opments in the toiletry industry, 
and doubtful as the statistics may 
be in giving exact data, they un 
doubtedly indicate a trend that 
cannot be ignored. It may well be 
that the outstanding successes in 
toiletries during the next decade 
will fall to those companies best 
able to adapt their thinking to 
these new sales outlets. 


On Forecasts, 
Surveys, Elections 


And, now, in conclusion, we'll 
go back to the elections, back 
where we started a_ few columns 
ago. The biggest survey of the year 
is on, and we are struck by two 
thoughts. First, is it possible to 
come as close in an election fore- 
cast by political analysis, study of 
previous elections, and other data, 
without recourse to interviewing 
by mail or in person? Secondly, if 
an industrial survey firm came as 
close in a study of brand _prefer- 
ences as do Gallup and Roper and 
others in the presidential elections, 
would we not consider that thei 
survey was successful, even though 
the product that came in second 
should have been first, and vice 
versa? 
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New Stock Mold Bottles 


Contoure stock 
mold toiletry and cosmetic bottles 


\ new line ol 





New Contoure cosmetic bottles 


has been introduced by Owens IIli- 
nois Glass Co., Toledo, Ohio. The 
shelf appeal of the line is empha- 
sized. ‘These Duraglass bottles are 
available in one, two, four, six and 
eight ounce capacities. A populan 
hand grip and diagonal ribbed 
base to add to the distinctive styl- 
ing are features. Plastic closures 
supplied by the company complete 
the package. 


New Imitation Coffee Flavor 


A new imitation coffee flavor 
stated to be 75 times stronger than 
coffee, authentic in taste, stable, 
less volatile so that it will not cook 
off or freeze out, which has been 
tested under commercial condi- 
tions of manufacture by candy, ice 
cream, beverage, extract and des- 
sert makers is offered by the Felton 
Chemical Co., 599 Johnson Ave., 
Brooklyn, 37, N. Y. The new fla- 
vor is the result of intensive re- 
search and development work for 
several years. Literally hundreds of 
new chemicals, the company states, 
were discovered or isolated in the 
search for the proper ingredients 
which not only embrace the family 
of the furyl mercaptans but also 14 
new specific aromatics developed 
exclusively by the company. Sam- 
ples were submitted to practically 
all industries using flavors and the 
final formulations the company 
points out are the result of critical 
tests and detailed reports based on 
actual use. The new flavor is known 
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New Products and Developments 


as Felcafe. Directions and liberal 
samples for testing will be sent to 
anyone interested on request. 


Constant Level Device 


\ compact, easily constructed 
device for maintaining a constant 
liquid level in laboratory appa- 
ratus has been developed by the Bu- 
reau of Standards, Dept. of Com- 
merce, Washington 25, D. C. Al- 
though designed for small installa- 
tions the leveler should prove use- 
ful on large scale equipment. It 
employs a water inlet and an over- 
flow or outlet pipe to maintain a 
constant head. A mercury valve at- 
tached to a float allows the water 
to flow into the bath if the bath 
level is lowered and prevents flow 
outward when the level of the 
bath rises. 


Foam Stabilized Detergent 


Containing a_ specially devel- 
oped amide type foam stabilizer, 
Ninex 21 made by Ninol Labora- 
tories, produces copious foam 
which is unusually resistant to the 
destructive action of grease and 
other soils encountered in dish- 
washing, rug shampoos and bubble 
baths according to the company. A 
feature, it is added, is its property 
of thickening up when water is 
added, thus making it possible to 
dilute the product extensively for 
repackaging yet still maintain 
high viscosity. It is said to be non- 
rusting and resistant to freezing 
and free from odor. 


Shampoo Ingredient 


Sodium salt of myristoyl quater- 
nary hydroxy cyloimidinic acid 
sodium alcoholate (U. S. Patent 
No. 2,528,378) for use with sul- 
phonated fatty alcohols and other 
synthetic organic detergents now 
used in clean and creme shampoos 
is being produced commercially by 
Miranol Chemical Co. Inc. The 
new compound it is claimed will 
enable manufacturers to produce 
detergent shampoos which will 
have not only the same high lu- 


bricity or slip as soap shampoos 
but also one which will yield a 
high volume of lather with small, 
tight bubbles. 








Striking effects of decorations 


Tube Shoulder Decorations 


A wide range of striking effects 
are obtained with shoulder decora- 
tions being currently applied to 
collapsible metal tubes by A. H. 
Wirz, Inc., Chester, Pa. The three 
Kings Men tubes to the left have 
shoulder decorations of metallic 
gold. The Gourielli tube next to 
the Kings Men tube has_ black 
shoulder decorations and the one 
next to it, a vivid green. The flow- 
ered tube has a white background 
and white shoulder decorations 
with matching white cap. The tube 
on the extreme right has a match- 
ing cap and shoulder of medium 
green with light green tube body 
and dark green lettering. A great 
many interesting effects are claim- 
ed. Cost is reported to be substan- 
tially less than the use of tin coated 
tubes. This shoulder decoration 
method is said to give new sales ap- 
peal, especially to lead tubes. 


Vegetable oleic acid, a new prod- 
uct offered by Emery Industries, 
Inc., is described in a booklet issued 
by the company. The main features 
of the new product, all of vegetable 
origin; the oxidation stability; and 
the bland odor as well as specifi- 
cations, composition and applica- 
tions are adequately covered. 
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VANITROPE 


A NEW vaniura-tixe HUY MATERIAL 


As a vanilla-like flavoring agent of extremely high potency, VANITROPE 
has demonstrated an unusual adaptability in all branches of the food, 
confectionery, baking and ice-cream fields. 


Its advantages We these ee 


PLAVOR 


Used in substantial proportion with other synthetics, VANITROPE brings flavor 
closer to the true natural vanilla. 


‘TDP ERVOT 
STRENGTH 

The flavor strength of VANITROPE is sixteen times that of vanillin. In the 
presence of sugar, this ratio is considerably higher. 


CHARACTER 

ATL, itt 

Pure white crystalline synthetic, non-discoloring and non-hygroscopic, with a 
remarkable stability at high processing temperatures. 


' tmi©r 
COST 
The use of VANITROPE permits savings of up to 50% over standard vanilla-like 
synthetics at equivalent flavor strength. 


VANITROPE has proven its value in nationally distributed foods as well as in exhaustive laboratory 
investigations. VANITROPE, a registered trade name for propenyl guaethol, is of interest to all flavor 


Inquiries are solicited. Samples and technical bulletins are available for study. 


VANITROPE IS A CONTRIBUTION OF 
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FINE CHEMICALS DIVISION 
630 FIFTH AVENUE, NEW YORK 20, NEW YORK 
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The Analysis 








s of Vanillin 


Vethods for the assay of this most important flavoring 


material 


reviewed 


{cidimetric, 


oxymemetric, 


Cabera, hydroxylamine and spectrophotometric methods 


ANILLIN is such an impor 

tant flavoring agent both 

from the point of view of the 
total amount used and the pet 
centage of all flavoring materials 
purchased that methods for its as 
say are of great interest. 

Relatively recently a number ol 
papers have appeared which deal 
with this topic. Among the more 
important are those of L.. K. Sharp, 
{nalyst, 76, 215-219 (1951) and of 
Carlos Fernandez Cabrera, J/nd. 
parfumerie, 6, No. 9, 337-340 
(1951). 


Methods Available 


The methods currently used fon 
determination of vanillin may be 
placed into various groups: (1) 
acidimetric, that is by direct titra- 
tion with alkali in the presence 
of phenolphthalein as_ indicator 
(Hamns, Z. Untersuch. Nahrung, 
3, 531) or to thymol blue as the 
indicator (Delvaux and Dormal 
J. Pharm. Belgique, 7-8, 176 
(1947), in the appendix of the 
British Pharmacopoeia of 1948 a 
method for the assay of vanillin de- 
pending upon the direct titration 
of an alcoholic solution with stand- 
ard alcoholic potassium hydroxide 
is detailed; (2) Oximemetric de- 
pending upon the reaction be- 
tween the aldehyde g group of va- 
nillin and hydroxylamine hydro- 
chloride as described in N. F. VII 
and VIII and as discussed by Did- 
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ing and Hellberg, Farm. Rev., 47, 
109 (1948) and by Martin, Kelly, 
and Green, ]. Adm. Pharm. Assoc., 
Ser. Ed., 35, 220-223 (1946): and 
(3) gravimetri —_— upon 
the precipitation of a complex hy- 
drazone such as the dinitrophenyl- 
hydrazone of vanillin as discussed 
by Iddles and Jackson, /nd. Eng. 
Chem., Anal. Ed., 6, 454 (1934), 
Rubin and Bloom, Am. J. Pharm., 
1936, 387, and by Martin, Kelly, 
and Green, |. Am. Pharm. Assoc., 
Sct. Ed., 35, 220-222 (1946). 

Both Sharp and Cabrera point 
out that these methods leave much 
to be desired. 


Oxidation Method 


It has been shown by Ritzen- 
heim in a study concerning the de- 
composition products of lignin 
that vanillin and related substances 
are oxidized by 20 per a hydro- 
gen peroxide, at 90 deg. ¢ . for 20 
hours and in the presence ‘of bar- 
ium hydroxide, to give a mixture 
of aliphatic acids. [Ritzenheim, 
Ber., 75B. 269 (1942).] 

Sharp found that vanillin could 
be oxidized by 6 per cent hydrogen 
peroxide in N sodium hydroxide 
solution quantitatively to yield five 
equivalents of ac id per mole. His 
preliminary work indicated that 
one mole of vanillin yields two 
moles of carbon dioxide, one mole 
of formic acid, one mole of methyl 
alcohol, and one molecular pro- 


portion of one or more 4-carbon 
acids among which he identified 
malic acid. Sharp found that the 
oxidized solution gave a sharper 
end point than that obtained 
when vanillin, itself, is titrated di- 
rectly and he concluded that this 
resulted from the fact that the 
oxidation products were stronger 
acids than the vanillin precursor 
and that the oxidized titration so- 
lution was colorless. 

The ultraviolet absorption curve 
of the oxidized solution showed 
that no aromatic compounds re- 
mained in the solution. 


Procedure.—Dissolve about 0.4 
gram of the sample accurately 
weighed in 20 ml. of standard N 
sodium hydroxide solution and add 
10 to 60 ml. of hydrogen peroxide 
solution (20 volume). Heat on a 
water bath until all effervescence 
has stopped, allow to cool to room 
temperature, and titrate the excess 
sodium hydroxide with N_ hydro- 
chloric acid using phenolphthalein 
solution as indicator. Run a blank 
determination following the proce- 
dure exactly except omitting the 
sample. One milliliter of N hydro- 
chloric acid is equivalent to 
(0.02954 gram of vanillin. 

Sharp points out that this value 
is an arbitrary one for if one mole 
of vanillin gave exactly 5 equiva- 
lents of acid, the equivalent factor 
would be 0.03043, that is 152.18, 
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Unsurpassed for quality and 
uniformity ... D&O Replacements 
faithfully reproduce the fragrance 

and characteristics of the natural 
product — at a far lower cost. 
Trial quantities, detailed 
information on request. 

Oil Bergamot Synthetic 

Oil Vetivert Synthetic 

Oil Patchouly Synthetic 


Orris Concrete Synthetic 


DODGE & OLCOTT, INC. 
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the molecular weight of vanillin di- 
vided by 5, but according to the 
results obtained this factor gives re- 
sults about 3 per cent high, 


Cabrera Method 


Cabrera was mainly concerned 
with detecting the adulteration of 
vanillin. He found that of all the 
samples he analyzed from Decem- 
ber 1946 through June 1949 only 
30 per cent were pure and the re- 
maining 70 per cent contained 
some adulter ‘ant. He stressed that 
while the melting point was of 
considerable value for the detec- 
tion of the adulteration of com- 
mercial vanillin, it did not by it- 
self constitute irrefutable proof of 
purity and that therefore it was 
necessary to use chemical tests for 
_ assays. He detailed a number 

preliminary tests using sulfuric 
ac ‘cid, | 2 N sodium hydroxide solu- 
tion, | N ferric chloride solution, 
and evaluation of the pH. These 
will be discussed in a subsequent 
article. 

His method for the determina- 
tion of vanillin is a variation of the 
bisulfite method for aldehydes and 
depends on ether extractions per- 
formed before and after the de- 
struction of the bisulfite complex. 
This variation is designed to avoid 
the errors in oxime methods when 


acetylvanillin, bourbonal  (ethyl- 

vanillin), and reducing sugars 

may possibly be present. 
Procedure.—Mix one gram 


of vanillin sample, accurately 
weighed, with 10 ml. of a hot, con- 
centrated solution of sodium bisul- 
fite and keep on a steam bath for 
30 minutes. Allow to cool and 
shake out with 20 ml. of neutral 
ether (distilled over sodium, potas- 
sium hydroxide or potassium car- 
bonate), using first 10 ml. and then 
making two successive extractions 
with 5 ml. each. After the ether is 
withdrawn destroy the bisulfite 
complex with dilute hydrochloric 
acid and repeat the ether extrac- 
tion as above with an additional 20 
mil. Evaporate the ether extract 
and dry the residue at 50 to 60 deg. 
C. or prefer: ably in a vacuum desic- 
cator over calcium chloride, and 
weigh. 

The vanillin thus separated can 
be determined separately from the 
products eliminated by the first 
ether treatment. The vanillin can, 
if preferred, be dissolved in water 
without drying and can then be 
titrated by the methods mentioned 
above. 

Cabrera states that this proce- 
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dure gives good results in all cases 
with an error of about 2 pet 
cent and that it is applicable in the 
presence of acetylvanillin and 
some other aldehydes. 

Cabrera estimated the vanillin 
acidimetrically after the separation 
detailed above, determined the ap- 
parent total vanillin by gravimetric 
methods, and calculated the adul- 
teration by the difference in these 
results, 


Hydroxylamine Method 

There are two principal varia- 
tions of the hydroxylamine hydro- 
chloride method. One is based on 
the direct titration of the amount 
of hydrochloric acid liberated by 
the hydroxylamine hydrochloride 
in the oximation reaction. In the 
second principal method an excess 
of standard alkali is originally pres- 
ent and the diminution in the 
amount of alkali is noted. 

Since in this paper, the methods 
investigated by Sharp have been 
considered, it may be useful to give 
the Sharp variations of the hydrox. 
ylamine hydrochloride method 
and consider the hydroxylamine 
method itself at length at some 
other time. Sharp tried four varia- 
tions of the hydroxylamine hydro- 
chloride method, limiting himself, 
however, to that principal varia- 
tion in which the amount of alkali 
remaining is titrated. 


Procedure (a).—Dissolve about 
0.4 gram of the sample, ——— 
weighed, in 20 ml. of 0.5 N alco- 
holic potassium hydroxide solution 
and add 8 ml. of hydroxylamine 
hydrochloride reagent in 60 per 
cent alcohol. Allow to stand for 10 
minutes and titrate the excess po- 
tassium hydroxide with 0.5 N hy- 
drochloric acid, using methyl or- 
ange indicator solution. 

In procedure ()), sharp used 
dimethyl yellow as the indicator. In 
procedure (c), a procedure anal- 
ogous to that used in (b) was em- 
ployed but aqueous sodium hy- 
droxide solution was used instead 
of the alcoholic potassium hydrox- 
ide solution. In procedure (d) the 
method of (c) was employed but 
dimethyl yellow indicator was 
again replaced by methyl orange 
indicator. 

The results obtained by Sharp 
by these variations of the alkaline 
hydroxylamine method were not as 
accurate or as consistent as those 
obtained with the oxidation or the 
gravimetric methods. These _re- 
sults, however, do not jibe with 
those obtained by Martin, Kelly, 
and Green using the alkaline 





variation of the hydroxylamine 


method. 


Spectrophotometric Method 


Sharp also used a spectrophoto- 
metric method for the assay of va- 
nillin. With one commercial prod- 
uct the readings were consistently 
lower than that of a specially puri- 
fied sample to which an arbitrary 
value of 100 had been assigned and 
with another commercial sample of 
vanillin the readings were consist- 
ently higher. In both instances the 
results were not as good as those 
achieved with the oxidation 
method. 


Tribute to the Late Dr. B. H. 
Smith by F. E. M. A. President 


W. Gordon Grant, president of 
the Flavoring Extract Manufactur- 
ers Assn. in a letter to members on 
the death of Dr. Bernard H. Smith 
paid the following tribute to him: 

Dr. Smith served as president of 
our association during 1932 and 
1933. Prior to that, he served as a 
member of the Scientific Research 
Committee from 1920 to 1930, at 
which time he was elected vice- 
president, serving two years. Sub- 
sequent to his term as president, he 
served as a member of the Execu- 
tive Committee from 1934 to 1937. 
Dr. Smith’s devotion and his deter- 
mination contributed materially in 
building up our association. 

He devoted considerable time to 
civic activities. In 1938, he served 
as president of the Merchants & 
Manufacturers Assn. of Bush Ter- 
minal; he had been a trustee of 
the Brooklyn Institute of Arts and 
Sciences since 1939, of the Prospect 
Park Branch Y.M.C.A. since 1935. 
He was a member of the board of 
governors of the Brooklyn Botanic 
Garden since 1945. He was a direc- 
tor and member of the executive 
committee of Garrett & Co., vice- 
president and a governor of the 
Massachusetts Foundation of the 
University of Massachusetts, a 
member of the American Chemical 
Society, the Rotary Club of Brook- 
lyn, and of Melha Temple of 
Springfield, Mass. 

Dr. Smith was a loyal and sincere 
friend, a devoted husband and fa- 
ther, who found his greatest enjoy- 
ment in quiet pleasures of home 
life. 

We have lost a very valuable 
member and friend who partici- 
pated in all activities of our asso- 
ciation. His sincere counsel, genial 
and likeable personality will long 
be remembered by all who knew 
him. 
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Natural Flavors for Can 


Points to 


bear in mind about the use 


of various 


natural flavors in manufacturing confectionery . . . 


Fruit flavors with natural flavors 


RUE flavors or natural fla- 

vors are flavoring extracts, es- 

sences, pastes and oils derived 
from botanicals such as_ fruits, 
seeds, herbs, buds, flavors, roots, 
bark, stems etc. The flavor manu- 
facturer separates the flavoring 
principles from the extraneous 
matter by expression, macera- 
tion, percolation and distillation. 
Among the extracts and fruit con- 
centrates the following are the 
most interesting for candies: 

In buying vanilla, probably the 
most widely used candy flavor, the 
candy technologist should bear in 
mind the following distinct flavor 
variances between the different ori- 
gins of vanilla beans: 

An extract from Mexican va- 
nilla has a delicate flavor with a 
rich top aroma. It should be used 
in confections where the sense olf 
smell predominates in stimulat- 
ing the flavor sensation. 

An extract from Bourbon beans, 
on the other hand, has a smooth 
rich depth of flavor frequently de- 
scribed as “body” and should be 
used where a more robust vanilla 
flavor is desired. Blends of both, 
mostly 50° Mexican and 50% 
Bourbon vanilla extract, are recom- 
mended for buyers who wish a 
combination of body and top 
aroma. 

Extracts made from Tahiti 
beans have a sharp, wild aroma 
and flavor, more penetrating but 
also somewhat inferior to the Mexi- 
can and Bourbon vanilla extracts. 

The official standards do not 
prescribe the species or grade 
of vanilla beans that must be used. 
An extract made from the cheapest 
grade of beans may carry the same 
label “Pure Vanilla Extract’’ as the 
one made from the most expensive 


® Givaudan Flavors Inc. Abstract from paper 
presented before New York group, American 
Assn. of Candy Technologists 
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beans, as long as every gallon of 
extract contains the soluble matte 
of 13.35 ounces of vanilla beans. 
Discriminating buyers who do not 
buy on price alone therefore usu- 
ally stipulate the grade and species 
of se they want. 

Vanilla extracts are often de- 
sired with vanillin added. If the 
fortification does not exceed 0.93 
ounces of vanillin per one gallon 
of standard vanilla extract, the 
fortified product may be labeled 
“Vanilla and vanillin — flavor.” 
Such a product will be equivalent 
in flavor strength to a_ two-fold 
natural vanilla extract. If more va- 
nillin is added, the extract will 
have to be classified as an “Imita- 
tion Vanilla Flavor.” The label 
“Imitation Vanilla Flavor’ is also 
required when extracts of tonka, 
chickory, foenugreek, St. John’s 
bread, maple syrup etc. are used al- 
though all of these are so-called 
natural flavors. 

True Maple Concentrates: 
These are usually made by desug- 
aring maple syrup to an extent 
where the maple flavor becomes 
the predominant factor instead of 
sweetness. Such concentrates may 
be used like other flavoring mate- 
rials and do not necessitate an ad- 
justment of the candy formulation 
as in the case of maple syrup and 
maple sugar. These latter when 
used in sufficiently large amounts 
to impart a strong flavor influence 
the consistency, texture and sweet- 
ness of a candy, unless they are 
compensated for by an adjustment 
of the amount of corn syrup and 
sugar in a candy formulation. Ma- 
ple concentrates are therefore es- 
pecially welcome in cases where a 
pre-made standard stock is used. 

True Coffee Concentrates: Such 
concentrates are prepared by ex 
tracting ground coffee with a men- 


Concentrates 


struum and concentration of the 
extract by distillation under vac- 
uum. The strength of the concen- 
trate is measured by the amount of 
solids present in the extract. The 
loss of some of the volatile aroma 
principles and the susceptibility of 
coffee extract to oxidation are the 
main problems encountered in the 
manutacture of coffee concentrates. 
There exists a multitude of proc- 
essing methods designed to keep 
the flavor loss at a minimum and 
to arrest or slow down deteriora- 
tion due to oxidation, but a fully 
satisfactory answer has not yet 
been found. The higher the con- 
centration of an extract, the higher 
is also the loss of the volatile princi- 
ples. A very highly concentrated 
extract should therefore only be 
used where a minmum amount of 
moisture content is imperative. 
Ihe use of coffee concentrates to 
impart a Mocha flavor to candies 
is well known to every candy tech- 
nologist. Coffee extracts, when ju- 
diciously used, are however also 
ideal modifiers for such flavors as 
maple, caramel, butterscotch and 
black walnut. 

Licorice Extract: Licorice ex- 
tract is made by percolating 
coarsely ground licorice root with 
boiling distilled water until the 
root is exhausted. The percolate is 
then concentrated to about one- 
half of its original volume by boil- 
ing under normal atmospheric 
pressure and then filtered. After fil- 
tration the water content of the fil- 
trate is evaporated until the resi- 
due does not contain more than 
about 17°% of water. The tempera- 
ture applied in boiling the perco- 
late influences the color of the 
final extract. A high temperature 
gives a darker and richer color. 
A good extract should contain not 
less than 10°% of glycyrrhizin and 
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Appeai rests on a wide selection of rich true flavors. 


the water insoluble matters should 
not exceed 25%. 

Licorice is used in candies not 
only for its characteristic sweet and 
slightly acrid taste, but also for its 
demulcent properties which make 
licorice an ideal component tot 
cough drops. The addition of oil of 
anise helps to round the flavor of 
licorice confections. Licorice is in 
compatible with acids, Le. they 
precipitate the glycyrrhizin. It 
should therefore not be used in 
candies on the acid side. 

Malt Extract: Although malt ex- 
tract as a flavoring is more fre 
quently used in the bakery and 
beverage industry, there are candy 
makers who obtain good flavor et- 
fects with malt in cream work and 
fudge. Malt extract contains an 
amylolytic enzyme which is capable 
of converting starch into water- 
soluble sugars. It is reported that 
one part of malt extract converts 
five parts of starch (by weight). 
This property is to be taken into 
account when malt extract is used 
for candy making. 


& Essential Oil Review 


Malt extract is prepared by in- 
fusing malt with water at 60° Centi- 
grade, concentrating the expressed 
liquid at a temperature not ex- 
ceeding 60° C. and adding 10% 
glycerin (by weight). There are 
also true malt concentrates on the 
market which furnish the flavor of 
malt in higher concentration than 
contained in a_= standard malt 
extract. 

Fruit Pastes or Purees: These 
are made by comminuting fruit to 
a paste with addition of sugar in 
the ratio of 3 to 5 parts of fruit to 
one part of sugar. The incorpora- 
tion of 14 to 1% of citrus pectin 
yields a firmer consistency and the 
taste of the less tart fruits may be 
improved by the addition of 
0.25°% of citric acid. Purees which 
are not preserved with benzoate of 
soda should be kept in a cool 
room. Care is to be taken that only 
sound fruit free from mold, decay, 
fermentation and spray residues is 
used. 

Fruit 
using fresh 


Concentrates: In 
frozen fruit, 


Flavor 
fruit, 








canned fruit, fruit purees or dried 
fruit, the candv maker adds a large 
amount of extraneous matter 
which does not furnish flavor 
value and with fruits such as straw- 
berries, raspberries, blackberries, 
figs, loganberries etc. he also incor- 
porates seeds which are not wel- 
come in a smooth cream center. 
Besides, fruits always vary in flavor 
strength which makes it difficult 
for the candy technologist to obtain 
a uniform flavor level from batch 
to batch, and differences in the ra- 
tio of juice to solids necessitate te- 
dious adjustments in the candy 
formulations, notably in the ratio 
of fondant to be mixed with the 
bob. Furthermore, much money is 
annually lost in candy plants due 
to spoilage of fruit. 

True fruit flavors eliminate 
these shortcomings. They furnish 
the true flavor of a fruit in a stand- 
ardized strength and their alcohol 
content protects them from fer- 
mentation. Reputable manufac- 
turers also standarize the acidity of 
their products so that the same 
amount of inversion takes place 
whenever the flavor is added to a 
batch. 

True fruit flavor concentrates 
are essentially fruit juices whose 
moisture content has been largely 
eliminated and partly replaced by 
alcohol and/or sugar. This elimi- 
nation is done either by distilla- 
tion under high vacuum or in the 
case of fruit sensitive to heat by 
freezing out the water and separat- 
ing the concentrated juice from 
the ice particles by centrifuging. 
To obtain a good product, overex- 
posure of the fruits and juices to 
air has to be avoided to prevent 
oxidation. An alcohol extraction 
or a distillation of the fruit re- 
mains after the juice has been ex- 
pressed furnishes additional aro- 
matic principles which when com- 
bined with the concentrated juice 
supply the full rich flavor of the 
fruit. 

Fruit Flavors with other natural 
flavors: are made in the same man- 
ner but for reason of lower cost they 
usually contain less fruit per gallon 
of flavor than the concentrates. 
Instead their flavor strength has 
been augmented by the addition 
of small amounts of natural forti- 
fiers such as other fruit extractives 
and essential oils. 

Where it becomes necessary for 
the sake of arriving at a still lower 
cost to use imitation flavors in con- 
junction with true fruit flavors it is 
advisable that the candy maker buy 
both separately. A separate use of 
both will entitle him to classify his 
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The discriminating selection of an inspired fragrance for your 
new product, is of highest importance to its ultimate success. 
Whatever market you are shooting for, plan the fragrance 


with an appropriate appeal to that market. 


Experience, creativeness and perfection in perfume 
materials — these are the qualities with which 
van Ameringen-Haebler, Inc. can assist you in 


any matter concerning fragrance. 


MANUFACTURERS AND CREATORS OF THE FINEST 
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Handy-Dispenser for Scouring 
Powder adds Sales Appeal to 
Nationally Famous Cleanser 


Handsomely styled Manicure 
Display by Mack features 
Stock Spoce in Hidden 
Drawers. 


M 
a 


— INCLUDING 
. * 
Specify Mack with confi- 


dence for all plastic molding p 

requirements. One of the 

original plastic molders, m0 p d S 
Mack experience dates back 


over three decades to the 
beginning of the industry. 
From design to final inspec- 
tion, Mack Molding methods 
are keyed to meet industry’s 
varied needs. Complete ser- 
vice—from blueprint to finish 
— features deliveries to meet 
assembly line schedules. 
Inquiries will receive prompt 
attention; address Mack 
Molding Company, Inc., 
Wayne, New Jersey. 





EXCELLENCE 


OVER 30 YEARS 
OF MOLDING SERVICE 
TO INDUSTRY 


134 Avgust, 1952 





aes fo ane 


FROM 3 COMPLETE PLANTS 












LANDS BEYOND THE SEAS 


COME THE PRICELESS 
MATERIALS USED 
IN FORMULATING 





(rine 


PERFUME =p My ee 


ee \ 1" = /f] 4 “ -. 
BASES of #/8 ~ 


= \ 2 
, are | 
in , ¥ — 
\ 


MODERNE 
EXOTIC 
BOUQUET 
FLORAL 
Types 


MANUFACTURED BY: 


AUN U1, 


5800 Northwest Highway Yn . 
Chicago 31, Illinois 9 
Telephone ROdney 3-1130 


Merchants * Importers * Manufacturers 


ESSENTIAL OILS * AROMATIC SPECIALTIES 
PERFUME CONCENTRATES * FLAVORS * WAXES 





The American Perfumer 








and artificially 
buys fruit 
fortified 


confection as “true 
flavored” whereas if he 
flavors already artificially 


the flavor manufacturer will in- 
voice the product as “Imitation 
Fruit Flavor” which deprives the 


buver of the aforementioned label 
ing advantage. 

\ost fruit flavors require the use 
of an acidulant such as citric acid 
or tartaric acid to fully reproduce 
the tartness of the fruit. This often 
a problem to the 
candy manufacturer especially in 
cream work because the acidity ol 
the flavor influences the speed and 
the ratio of the sugar inversion. In 
most cases it will be necessary to re 
duce the amount of invertase o1 
omit it completely, 

Concentrated Citrus Oils: Citrus 
oils as expressed from the peel of 
lemon and grapefruit have 
a high amount of terpenes and 
waxes which are the cause of thei 
limited keeping quality and thei 
low solubility. It is mainly for 
these two reasons that for instance 
in perfumery terpeneless and 
sesquiterpeneless oils are preferred. 
For flavor work, however, com- 
pletely terpeneless oils lack the 
fresh flavor and zest of the pressed 
oils and it is, therefore, preferable 
that the deterpenization be carried 
only far enough to increase the 
stability and solubility of the oils. 
Most of the so-called _ five-fold 
Citrus oils on the market are pre 
pared on this principle. 

As to the citrus oils in 
candies it may be stated that solu 
bility is usually no problem and 
the stability of a straight oil is good 
enough for the limited period dur- 
ing which most candies stay fresh. 
Where an extended shelf-life is de- 
sired, however, the five-fold oils of- 
fer a better insurance against de- 
terioration of the flavor. 

As to the use of flavoring mate- 
rials, most flavors are adversely af- 
fected by heat. It is therefore ad- 
visable to add them when the 
temperature is most favorable to 
the flavor. Where the flavor has to 
be added to a very hot batch and a 
loss through evaporation is una- 
voidable, a higher amount of flavon 
should be used to compensate for 
this Overflavoring, however, 
should be avoided because an over- 
flavored candy is less pleasing to 
the palate than an underflavored 
one, especially when artificial flavors 
are used. Accuracy in flavoring is 


presents quite 


orange, 


use ol 


loss. 


made easier by the use of graduates 
to measure the correct amount olf 
flavor necessary, instead of applying 
the so-called rule of thumb. 

To obtain a homogeneously fla- 
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vored batch a thorough mixing is 
essential. Where the amount of 
mixing has to be kept to a mini- 
mum as in the case of aerated 
candies and those which have to be 
kept transparent, the use of an al- 
coholic flavor facilitates the spread- 
ing throughout the batch since al- 
cohol acts as a penetrant. 


If a candy technologist is faced 
with the problem of cutting down 
the cost of a candy, a change from 
a better flavor to a cheaper one 
should always be his last resort all 
the more since the small amount 
of flavor used in proportion to the 
candy components usually — ex- 
cludes the flavor as an effective 
regulator of the total cost of a 
candy. 


The most successful flavors 
usually those which have’ been 
‘tailor-made” to meet specifica- 
tions. Nobody expects a tailor to 
furnish a perfect fit if all the in- 
formation he gets is a request for a 
suit. But flavor manufacturers re 
ceive a number of requests annu- 
ally which simply call for a good 
cherry flavor or raspberry flavor. 
rherefore, please be not too secre- 
tive about the use of flavor, but 
furnish as much information as 
possible so that a flavor that meets 
needed requirements may be sup- 
plied. 


are 


Standardized Catalogs 


The simplification and standard- 
ization of manufacturers’ catalogs 
have been recommended by the 
National Wholesale Druggists As- 
sociation, and as a result of the ef- 
forts of NWDA, the Department of 
Commerce has prepared a publica- 
tion entitled, Simplified Drug Cata- 
logs. The report covers recommen- 
dations for standard size of pages 
and binders, margins, packaging 
information, column _ headings, 
symbols, etc., and in the opinion 
of the NWDA it represents “a ma- 
jor contribution to increased eff- 
ciency in distribution in the drug 
industry.” For the drug field, this 
problem was an acute one, because 
of the large numbers of companies 
manufacturing the same or similar 
products, the use of a variety of 
trade names to represent the same 
materials, and because of the mul- 
titude of small buyers, including 
not only hospitals but retail drug. 
gists. It is therefore a most welcome 
move, and one that can be watched 
carefully by other industries. Al- 
though we believe that a standard- 
ization of catalogs would be 





neither 


desirable, necessary, not 
practical for cosmetics and _ toi- 
letries, it might be extremely use 


ful for cosmetic and perfume raw 
materials. In fact, the adoption 
of standards for many essential oils 
and aromatic chemicals should fa- 
cilitate the use of a uniform system 
for the presentation of price, pack- 
aging, nomenclature, and other in- 
formation by the suppliers. 


Flavor in Candy 


LAVOR is the most important 

ingredient used in candy. A 
properly flavored confection can 
increase the appetite. An improp- 
erly flavored confection can sup- 
press the appetite. Great care 
should be taken that the proper 
flavor is chosen for the individual 
confection. Too often a flavor used 
by an organization is called upon 
to do double duty, instead of ana- 
lyzing the nature of each different 
piece of candy and choosing the 
proper flavor for each. 

Whenever a change in formula 
is made, consideration should be 
given as to whether this also ne- 
cessitates a change in flavor. 

Great care should be taken to 
learn the public acceptance of 
each flavor used and the amount of 
the flavor used in every instance. 
Flavor in candy is one item which 
the consumer notices first and if 
properly used, appreciates the 
most.—Hans F. Dresel. 


Flavored Notes 
persons interested in sci- 


OME 
lies and scientific training 
have been congratulating them- 
selves that the recent decrease in 
college and university enrollments 
has been markedly less in the sci- 
ences than in the liberal arts. The 
point they miss is that in a period 
when the number of scientists 
available should be expanding, 
there is a decrease. That is not a 
good sign. 

The Oregon State College, 
School of Agriculture, Department 
of Food Technology opened a new 
Food Technology Building in Feb- 
ruary in Corvallis, Oregon. 

The University of California 
dedicated a Food Technology 
Building on their Davis campus on 
March 19, 1952. 

Both of these new buildings are 
welcome for they indicate that 
there will be additional work done 
in the field of flavors and flavoring. 
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Soap, Synthetic Detergent 


Sales Up 10.7% 


VALLES of soaps and synthetic de- 
tergents for the first quartet 
1952, in pounds, were up 10.7 per 
cent over the fourth quarter 1951 
according to a recent announce- 
ment by the Association of Ameri- 
can Soap & Glycerine Producers, 
Inc., based on figures submitted by 
member companies. Sales reported 
were 17.8 per cent below the first 
quarter 1951 which, however, was 
an abnormally high quarter due to 
the Korean emergency. 

Solid soaps and synthetic deter- 
gents sold by reporting companies 
during the first three months of 
this year amounted to 832,875,000 
pounds, as compared to 753,372,- 
000 for the fourth quarter 1951, 
and 1,016,667,000 pounds for the 
first quarter 1951. 

Liquid soaps and detergents re- 
ported sold in this first-quarter pe- 
riod totalled 2,769,000 gallons, as 
compared to 2,381,000 gallons in 
the fourth quarter 1951 and 3,009,- 
000 gallons in the first quartet 
1951. 

Sales of synthetic detergents dur- 
ing this first quarter 1952 totalled 
354,064,000 pounds for reporting 
companies, compared to 318,453,- 
000 in the fourth quarter 1951 and 
333,601,000 in the first quarter 
1951. 


Glycerine Supply 
Continues to Improve 


ESPITE the 
non-soap 


growing use of 
detergents, a_ far 
more stable supply situation now 
exists for glycerine than was ex- 
pected when the soap-synthetic de- 
tergent contest first began. Glycer- 
ine production capacity is rising 
rather than falling. The office of In- 
ternational Trade has reported 
that domestic output now exceeds 
210 million pounds a year, and 
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current trends indicate no _ likeli- 
hood of conditions that would 
make substitution necessary. 
Evidence of the improved out- 
look for glycerine supply can be 
seen in the fact that exporters were 
recently granted permission to sell 
5.8 million pounds to friendly 
countries abroad during the pres- 
ent quarter as compared to the 
800,000 pounds allowed them dur- 
ing the first three months of the 
year. At the same time, glycerine is 
now treely available to meet mili- 
tary and civilian requirements at 


home. Military needs, _—— 
for the manufacture ol propel- 
lants, have increased the demand 


for glycerine. Largest civilian 
industrial demand comes from 
manufacturers of alkyd resins and 
ester gums for surface coatings. 


Other large civilian uses include 
tobacco, cellophane, explosives, 
foods, beverages, cosmetics, drugs, 


and pharmaceuticals. 





Drum Linings for Oils 
and Soap Products 


HORTAGE of steel is forcing 

many manufacturers to seek 
methods of securing longer service 
from steel drums and to give par- 
ticular consideration to the use of 
plastic coatings. Of particular in- 
terest are the phenolic type coatings 
which are tough, resistant to abra- 
sive action and well suited for con- 
tact with acids, oils, wetting agents 
and solvents. For contact with caus- 
tics and weak alkalies the vinyls 
provide the best protection against 
corrosion. Vinyl base plastisols and 
organosols are also available in 
forms suitable for so-called “Heavy 
Duty” coatings which give extra 
protection to steel drums and en- 
sure a longer life although at higher 
cost. Summing up it can be ‘said 
that neutral oils may be safely ship- 
ped in drums lined with phenolic 
type coatings, while strong alkalies 


and weak alkaline products, such as 
soaps and many proprietary deter- 
gents, do better in drums lined with 
vinyl plastics. 





New Calamine Formula 
Returns to Glycerine 


Ee AREER at the Ameri- 
can Pharmaceutical Association 
laboratory have joined in the cur- 
rent “return-to-glycerine” trend in 
therapeutic preparations in theit 
recently published formula for a 
new and improved calamine _lo- 
tion. The formula uses more glyc- 
erine than was specified in the 
original U.S.P. formula (13th edi- 
tion), and it is said to overcome 
several disadvantages that have 
been experienced with the present 
U.S.P. formula (which does not in- 
clude glycerine): 


Calamine Lotion 


CINE nik ces cds 80.00 Gm. 
Ago ae 80.00 Gm. 
Sodium Carboxymethyl- 

cellulose—medium Vvis- 

COME ana Feiss i eas 20.00 Gm. 
Dioctyl Sodium 

Sulfosuccinate 
Glycerine 
Water 


0.65 Gm. 
30.00 — cc. 
ia a Aantal ox rie tei a 960.00 — cc. 


Directions for compounding: Dis- 
solve the CMC-M in 600 cc. of wa- 
ter with vigorous stirring, then with 
slower stirring add 285 cc. of wa- 
ter and then add the dioctyl sodium 
sulfosuccinate previously dissolved 
in 65 cc. of water. Rub the calamine 
and the zinc oxide to a smecoth 
paste with the glycerine and about 
10 cc. of the prepared suspension 
base, then add the remainder of the 
base in portions with trituration 
after each addition, or slowly with 
continuous trituration. 

This lotion is claimed to pour 
easily from small dispensing bottles 
without clogging, to — spread 
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smoothly on the skin, and to dry to 
a flexible film which does not rub 
off easily on fabrics. It is compati 
ble with Liquified Phenol, and it 
can be used to prepare neocala 
mine lotions which are blended to 
match skin colors. Spokesmen for 
the A.P.A. laboratory say that so 
far reports on the new lotion have 
all been favorable and that no 
signs of side reactions or allergic 
responses have been observed. The 
formula will be submitted for offi- 
cial consideration after further 
clinical testing. Samuel W. Gold- 
stein, Journal of the American 
Pharmaceutical Association, 13. No. 
$, 250 (1952). 


Binding Agent for Soap- 
Synthetic Detergent 


‘a presence of a synthetic de 
tergent or surface active agent 
in a soap has a tendency to lowe 
its binding properties and ability to 
retain its solid, if diminishing shape 
during use. Where soap-synthetic 
blends are employed the addition 
of a vehicle and binding agent is 
indicated. For this purpose consid- 
eration should be given to the solid 
polyethylene glycols which are 
bland, innocuous compounds read- 
ily soluble in water and able to bind 
together very effectively particles of 
soap and detergent. There are 
available a range of these glycols 
which vary in solidity from soft to 
hard and have a molecular weight 
varying from 1,000 to 6,000. 

Apart from the binding proper- 
ties of polyethylene glycols they 
also possess excellent lubricating 
properties and their presence in 
soap compounds helps materially in 
improving surface finish. 





Industrial Liquid Soaps 
MU AXUFACTURERS of special- 


ity lines of liquid soaps benefit 

considerably by usine the maximum 
strength of concentrates. A strength 
of 40°%, represents the optimum for 
most producers and by employing 
soap of this strength manufactur- 
ers can achieve two things: 

|. Reduce storage space to an 
economic level. 

2. Reduce the volume of soap to 
be filtered, thus saving time and la- 
bour. 


\ 40°% liquid soap has not too 
high a viscosity that it does not flow 
easily if the formulation is right, 
moreover, by use of a little air pres- 
sure an appreciable speeding up of 
flow can be effected. 
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Technical Abstracts 


Aluminum in Foods. L. ‘Truffert. 
Ann. fals. fraudes 43, 346-55(1950). 
\l is not toxic. It is present in most 
foods. The use of Al cooking 
utensils may double the content. 
Daily ingestion of 200 mg. Al is 
without danger. A limit of Al for 
various foods, varying from 25 to 
250 mg. per kg. is proposed. C.A. 
45, 16, 7263 (1951) 


Iron in Foods. P. Navellier. Ann. 
fals fraudes 43, 361-3(1950). The 
presence of Fe in foods is not a 
toxicological problem. The taste is 
the principal limiting factor. Drink- 
ing water should not contain more 
than 0.1 mg. per 1. C.A. 45, 16, 7263 
(1951) 


Endocrino-Cutaneous Relations. 
I. Variations in the Contents of 
Some Chemical Constituents of the 
Skin under the Influence of Fe- 
male Sex Hormones: |. Sternberg 
(Univ. Montreal). Rev. can. biol. 
10, 149-61(1951). The variation of 
glycogen and some lipide constitu- 
ents of the skin in the rat under the 
influence of estrogens was studied. 
Male and female rats, normal or 
castrated 30 days previously, were 
given daily intramuscular injections 
of 30 estradiol benzoate in nonoily 
medium for 10 days. There was a 
decrease in skin glycogen, greater 
in the females than in the males. In 
the males there was slight increase 
in total lipides, cholesterol _re- 
mained unchanged, and there were 
significant changes in the phos- 
pholipides. The phospholipides in- 
creased in castrated females and in 
normal males; in castrated males 
estradiol did not bring phospho- 
lipides to their normal value, but 
produced a marked decrease. No 
explanation of the phenomena is 
offered but it is suggested that they 
may be related to a direct effect of 
estradiol in skin metabolism or that 
they may be an indirect effect of 
general metabolic changes. C.A. 45, 
16, 7220 (1951) 


Hair Loss from Squalene. Peter 
Flesch (Univ. of Pennsylvania, 
Philadelphia). Proc. Soc. Exptl. 
Biol. Med. 76, 801-3(1951). Squal- 
ene, an isoprene polymer occuring 
in normal human sebum, caused 
complete reversible local depilation 
in rabbits and guinea pigs after a 
single topical application. No hair 








loss was produced in mice. In vitro, 
squalene, inactivated the free SH 
groups of glutathione, human epi- 
dermis, and mouse liver, and in- 
hibited the succinic dehydrogenase 
activity of mouse-liver homogenate. 
The depilatory and SH-inactivat- 
ing effects are believed to be due to 
alkylation of SH groups by the 
unsatd. double bonds in the 
squalene. The possibility is 
gested that squalene or a related 
unsatd. compd. in sebum may in- 
fluence human hair growth. C.A. 
45, 16, 7245 (1951) 


sug- 


Deniges’ Test for Methanol in 
Tinctures and Beverages Contain- 
ing Ethanol: H. Brune. Z. Lebe- 
msm.-Untersuch. U. Forsch. 88, 274- 
8(1948): Deniges’ test reliably de- 
tects MeOH in concns. down to 1% 
(0.05°% in presence of EtOH) pro- 
vided conditions laid down for the 
test are strictly adhered to, thus: 
time allowed for oxidation should 
be 2-3 min.; the amt. of concd. 
H.SO, used should be 1.2 ml. ol 
which | ml. is added after excess 
of KMnO, has been reduced by 
oxalic acid, and the fuchsin-H,SO 
eragent must be carefully prepd. 
C.A. 45, 19, 8406 (1951) 


Determination of Fat in Water/ 
Oil Emulsions: (J. Am. Oil Chem. 
Soc., May, 1951, pg. 223) A Story 
(Zentr. Anst. Getreideverarb. Det- 
mold, Germ.) Deut Lebensm. 
Rundschau 46, 261(1950). Water /oil 
emulsions are very stable, causing 
erratic results in the fat extraction 
with trichloroethylene. The follow- 
ing modifications is used: Treat 10 
g. of the emulsion with 5 cc. 38% 
HCl and 50 cc. 96°% ethanol, add 
material to prevent bumping, and 
heat 30 min. under reflux condenser 
with a small flame. Cool and add 50 
ce. distilled water and 100 cc. tri- 
chloroethylene reflux 15 min. Cool 
while still connected, then transfer 
to a separatory funnel and separate 
the layers. Dry the trichloroethylene 
solution over anhydrous Na,SO,, 
and transfer 25 cc. of the solution 
to a dry and weighed flask, and dis- 
till off the solvent. Dry at 98° for 
3 hrs. and weigh the fat, using the 
following formula in which a 


equals the dry substance of the fat 
solution used. [100 a/25—(a/0.92)] 
= (100/wt. of substance). Chem. 
Abs. 45, 2235). 
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Why is Mary in the Mirror Like 
DREYER SYNTHETIC SCENTS? 


Mary in the mirror duplicates Mary in the flesh. 


Even perfume experts have a hard time telling a 
Dreyer Synthetic Scent from the original flower odor 
it duplicates. Every Dreyer Synthetic has most 
authentic characteristics. 


Dreyer Floral Creations and Bouquets are stable! They have 
substance, long-lasting body, and uniformity that often 
is more dependable than Nature’s. 


Depend on Dreyer’s stabilized prices to keep your costs 

from rising. Save when you buy—save when you use—get more 
profits from your perfume products. Send today for samples 
that prove what you'll save by using Dreyer Synthetics. 


WaT Tmo 
P. R. DREYER Inc. DREYER 


119 WEST 19th STREET, NEW YORK 11, N. Y. 





for Essential Oils, 
Aromatic Chemicals, Perfume Compounds 


ee 
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N EWS and EVENTS 





High executives of W. J. Bush & Co. Ltd. 


Bush Honors W. J. Thomas, 
70 Years’ Service Veteran 


W. J]. Thomas, who has com 
pleted 70 years’ service with W. J. 
Bush & Co., Ltd., was honored at a 
dinner given July 16 by the chair- 
man and directors of the company. 
During the dinner a souvenir of 
the occasion was presented to Mr. 
Thomas by the chairman, Dr. 


P. C. C. Isherwood, O.B.E.,F.R.1.C., 
Ph.D. 

Mr. Thomas, who is chairman 
of W. J. Bush & Co. (Aust.) Pty, 


Ltd., and . director of the parent 
company, J. Bush & Co., Ltd., 
of ie Tet Sydney on the S.S. 
Aorangi on May 15 en route for 
England via Canada and_ the 
United States. 

At the age of 87 this remarkable 
veteran retains a perennial vigour 
which has already become a le gend 
throughout the Bush organization 
and among his many friends in the 
industry. 

It was on June 25, 1882 that Mr. 
Thomas entered the employment 
of Bush and, within 10 years, he 
had proceeded to Melbourne to 
become the Australian branch 
manager. In 1937 he was ap- 
pointed Director of the English 
company and in 1949 became 
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chairman of directors of the re- 
formed organization located in 
Australia. 

On his way to England Mr. 
Thomas had the opportunity of 
conferring with top-level execu- 
tives in the Bush Establishment in 
Montreal and visited the affiliate 
house of W. J. Bush & Co., Inc., 
New York. During his stay in the 
United Kingdom he will be visit- 
ing the Bush factories at Totten- 
ham, London; Mitcham, Surrey; 
Witham, Essex, and Widnes, Lan- 
cashire; in addition to having dis- 
cussions with headquarters execu- 
tives and directors at Hackney, 
London. 

Accompanying Mr. Thomas on 
his trip is his daughter, Mrs. A. 
Sheldon, and the return journey 
will be made via Suez on the SS. 
Himalaya, in October. 

Present at the dinner to do hon- 
our to Mr. Thomas were: Dr. 
P. C. C. Isherwood and Mrs. Isher- 
wood; H. B. Bush; Mr. and Mrs. 
E. L. Bush; C. F Bush, Mr. and 
Mrs. A. J. McIntyre; general sales 
manager C. R. Woods and Mrs. 
Woods and manager of the Aus- 
tralian department E. C.  Sort- 
well and Mrs. Sortwell and Mr. 
Thomas’ daughter, Mrs. A. Shel- 
don. 


pay tribute to veteran who has served the organization for almost three quarters of a century 


Existing Fair Trade Contracts 


Probably Legal says N. W. D. A. 


In answer to numerous inquiries 
in the opinion of counsel for the 
National Wholesale Druggists Assn. 
a fair trade contract either at the 
retail or wholesale level which was 
in proper legal form prior to the 
Sc eames decision is still in 
proper legal form following the en- 
actment of the McGuire Bill H. R. 
5767. 

Therefore, the manufacturer 
who has a fair trade contract in ef- 
fect at wholesale or at retail, and 
where the contract was proper from 
a legal point of view originally, 
need not necessarily issue a new 
contract now. From a trade rela- 
tions point of view some manufac- 
turers may care to issue completely 
new contracts. Model forms of con- 
tract are available from the associa- 
tion. 


Heyden Chemical Corp. 
Changes Address 


Heyden Chemical Corp. has 
moved its executive offices to new 
quartersin the Canadian Pacific 
Building, 342 Madison Ave., New 
York, N.Y. The new phone num- 
ber is Murray Hill 2-7600. 
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Grasse Orange Flower Prices 


Fixed — Crop Normal 


The orange flowei crop has to- 
taled this year a little over a mil- 
lion kilos, this amount being al- 
most similar to that of 1951. Eighty 
five per cent of it has been dis- 
tilled by the manufacturers of 
Grasse and its surroundings. 

The remainder has been treated 
for the account of the growers. 
The yield of essential oil has been 
quite satisfactory. The stocks of 
Neroli are normal and will largely 
meet the needs of the perfumery 
trade. For the present, there are 
few demands and the established 
price is strongly under that of last 
year: 5175 per pound against $235 
which was still asked a little time 
before the crop when the market 
was absolutely short of merchan- 
dise. 

The agreement made at the last 
moment between growers and 
manufacturers has fixed the flowei 
price at francs 165 per kilo deliv- 
ered at the works on which a first 
payment of francs 125 has been 
paid at the end of the crop. 


Beauty Trades Show May Feature 
Christmas Gift Display 


\ committee to consider the de- 
sirability of a Christmas gift dis- 











Wes 
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play at the National Beauty 
Trades Show, scheduled to be held 
September 8 through 10 in Hotel 
Statler, New York, has been 
formed. Members are R. R. Hofl- 
man, Revlon Products  Corp.; 
Harry Fidel, Modecraft Co., Inc., 
and Arnold Baker, Emil J]. Paidai 
Co., and with Edward Jf. Breck, 
John H. Breck, Inc., as chairman. 


Small Firms Freed from 
Wage, Salary Controls 


Salaries, wages and other com- 
pensation of persons employed by 
a company having a total of eight 
or less persons in its employ have 
been exempted from wage controls 
by the extended Defense Produc- 
tion Act. Such companies can pay 
any wage or salary they choose. 
However, the president is author- 
ized to exclude firms from this ex- 
emption “on the basis of indus- 
tries, types of business, occupations 
or areas, if their exemption would 
be unstabilizing.”’ 


Michigan Group Holds Third 
Golf Outing of The Year 


The Chemical and Allied Indus- 
tries Assn. of Michigan held its 
third golf outing of the year at the 
Forest Lake Country Club, Pon- 
tiac, Mich., on July 29. 


. 


ITIS BI 
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Prom Files FTC Action on 
Hudnut Advertisemenis 


The Prom division of the Gil 
lette Co. has announced that it has 
filed a legal action with the Fed- 
eral Trade Commission on the 
“disparaging and untrue” full- 
page newspaper advertisements 
currently being placed nationally 
by the Richard Hudnut division ot 
Warner-Hudnut, Inc. 

The announcement was made by 
Joseph T. Lewis, company man 
ager on Prom, which is one of sev 
eral automatic neutralizing home 
permanents attacked in the ad. De 
nying Hudnut’s allegations that 
the product can cause hair dam 
age, Lewis asserted that studies 
show that Prom leaves hair in ex 
cellent condition and in all cases 
in as good condition as hai 
waved with chemical neutralizing 
products, 


N.P.A. Removes Restrictions on 
Aluminum Foil for Packaging 


All end-use restrictions on alu- 
minum foil for packaging and sim- 
ilar purposes have been removed 
by the N.P.A., as a result of the 
recent revocation of N.P.A. Alu- 
minum Foil Order M-67. 

The supply of aluminum foil is 


said to be better than last year. 


aM: 





Cables ““LANITISOIL”’, P.O. Box 286, LIMASSOL—CYPRUS. 


Messrs. Calvert Mills Co. 
New York Representative: 15-25 Whitehall Street 
New York 1, N.Y. 
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Felton Moves Chicago Offices 
Into New and Larger Quarters 


The Chicago offices of Felton 
Chemical Co., Brooklyn, N.Y., 
have been moved to new and 
larger quarters at 525 West Huron 
St. The new location is a modern 
building with 2000 sq. ft. of space. 
Laboratories, warehouse facilities, 
a stock and shipping center and 
offices for the company’s midwest 
representatives Murray Hartstein 
and Robert I. Burke are located in 
the new building. The company 
felt that the new building would 
not only afford a more central loca- 
tion but that it would be better 





equipped to meet the demands of Houbigant Sales Corp. recently held its annual sales meeting at Pine Orchard, Conn., when 
a erowing clientele in northern II sales representatives for the U.S. and Canada gathered at a joint convention. Included in 
ele Wisc main. Minnesota. lows the picture are: Andre Wick, president (first row, third from right); Pierre Harang, vice 


Nel k: Nortl Dakot ond president, (first row, extreme left); Bert Georgi, sales manager, (second row, second from 
INC th | 4 : oren aROta ane right); Al Welzel, promotion manager, (third row, fifth from right); and Bob Spencer, aciver- 
South Dakota. tising manager (first row, second from ritht). 


Cosmetic Gift Sets Come under mula used in pricing “new” gift Gaiety Marks Summer Outing 


sets is substantially the same as that of Cosmetic Credit Assn. 


Special Pricing F ’, : ; 
Special Pvising Permeals followed by OPA in World War II 


Manutacturers who offer “new” days. After the manufacturer has Hospitality such as is always 
cosmetic gift sets during the com- determined his price for the cos- found at the summer home in 
ing Christmas selling season must metic gift set, he must submit to Westhampton, L. I., of Nat Otte, 
use the special method for deter- the Office of Price Stabilization, the popular group secretary of the 
mining ceiling prices for such sets Washington 25, D.C., a report on Drug, Cosmetic & Chemical Credit 
provided in Supplementary Regu- the price determined in OPS Pub- Men’s Assn. coupled with ideal 
lation 67 to the General Ceiling lic Form No. 96, via registered weather combined to make the an- 
Price Regulation. The pricing for- mail, return receipt requested. nual summer outing of the group 


PLYMOUTH WAXES /.: 
CREAMS 


PLYMOUTH Genuine Spermaceti U.S.P. PLYMOUTH Sun-bleached White Beeswax U.S.P. 
This Spermaceti should not be confused with inferior This is guaranteed to be a 100% Pure Beeswax and 
. sunbleached. It is refined by the centrifugal method 
hydrogenated sperm oil which are sometimes offered f ; Y ™ 
which removes all and every trace of foreign matter. 


1s Spermaceti. The Plymouth Brand is the finest which Tay : , | 
We will glady send samples. 


in be produced and is produced from Genuine Sperm 


Dil by the cold pressing method. It is a very white PLYMOUTH White Ceresin Wax 

rystalline wax containing no free oil, has a very low A special grade of White Ceresin Wax prepared for 

lod c c bsol less 
dine number and is free of any offensive odors. the cosmetic trade. Absolutely white and odorless. 


has a melting point corresponding to that of Beeswax 
hat in using it in connection with Beeswax in cream 
PLYMOUTH Oxzokerites oe : ' 
iny “lumpiness”’ is avoided. Its use will also produce 


We offer two grades. One is the highest quality 
’ very glossy cream. 
btainable, 70°-78° C melting point and the other 
rade lower in price and of lower melting point 66°-68 We offer all grades of the U.S.P. fully-refined Paraffin 
Both are guaranteed 100% Pure Bleached Ozokerites. Waxes. 
a * 5 s 

99 BEEKMAN STREET Telephone BEEKMAN 3-3162—3163—3164 
NEW YORK, N. Y., U. S. A. Cable Address: PARSONOILS, NEW YORK 


A complete line of Cosmetic Raw Materials 
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ie Athletic Jerry Ford and Miss Mahar enjoyed sports. Chairman and Mrs. Edward Larkin discuss the 
ba ~ 


nee day's activities with Mr. and Mrs, J, H, Alexander. 
ey 





July 25 one long to be remembered. morning and afternoon; and in the Otte and William Otte and Mr. 
Laying down the cares of busi- early evening a bounteous repast and Mrs. W. E. Foster greeted the 
ness for the day members and thei was served at a famed Westhamp- members as they arrived. The com- 
wives and guests enjoyed ocean ton restaurant. plete success of the affair was due 
bathing, canasta and various other Chairman Edward S. Larkin and in a large measure to careful plan- 
types of amusement during the Mrs. Larkin, Mr. and Mrs. Nat ning by William and Nat Otte. 





NATURALLY SUPERIOR FOR THE SKIN & HAIR 


Yes, the AMERCHOLS ARE NATURALLY different, and 
NATURALLY better for the skin and hair too. They represent 
| cholesterol in its most active and efficient form. 


The AMERCHOLS are Natural non-ionic surfactants which 
we isolate in purified form from animal tissues. The 
AMERCHOLS are stable in the presents of acids, alkalies 
and most drugs and we know of no case of an allergy 
due to an AMERCHOL. 


For superior products try our AMERCHOL L-IOI. It it a high- 
ly effective liquid cholesterol emulsifier, emollient and 
penetrant. 








SJ a Our research laboratories are available to you for advice and in- 
formation on formulation. 


| : E: Write for technical literature. 


AMERICAN CHOLESTEROL PRODUCTS, INC. 
| MILLTOWN + NEW JERSEY 
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Owen Clayton deals himself a good hand. The canasta experts: Mrs. Wesley E. Foster, Mrs. J. R. Doherty, Mrs, Owen Clayton and Mrs. 
Louis Candee pause between games. Mrs. Marilyn Bridgeman. 


Wesley E. Foster, Nat Otte, Lovis Van Orden and Joseph R. Doherty snapped just before leaving for the sumptuous banquet. Counselor and 
Mrs. John Gottesman express preference for the suburbs. 


™ for UNIFORM PURITY 
>, UNIFORM TEXTURE 
>, UNIFORM WHITENESS : How to produce 
more popular products 


Always remember— 
Never forget 


NORDA MAKES 
GOOD SCENTS 


Come to Norda if you want to make good 
scents pay off. Norda knows your needs. 


; Norda scents make sales. Write today, 
Experimental data and prac- 


tical manufacturing experience of nearly 
100 years’ specialization in beeswax and beeswax 
compounds are at your service without cost or 
obligation. Write about your beeswax problems to Norda ESSENTIAL OIL AND CHEMICAL COMPANY, INC. 
WILL & BAUMER CANDLE CO., INC., Syracuse, CE ee eee 


N. 7 Est. 1855 CHICAGO LOS ANGELES ST. PAUL MONTREAL 
TORONTO HAVANA MEXICO CITY 
LONDON PARIS 


right away, for free samples and catalogue. 


Spermaceti—Ceresine—Red Oil—Yellow Beeswax —Composition 
Waxes — Stearic Acid — Hydistear 


ATR ROR ETERS Sn SREP MEM SI SS a nna hmmm 
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Glycerine Producers’ Assn. 
to Award Glycerine Research 


The Glycerine Preducers’ Assn. 
has established a group of awards 
for outstanding research in the ap- 
plication of glycerine or glycerine 
derivatives. The awards to be 
given will consist of an honor 
plaque carrying a cash stipend of 
$1000, and two honor certificates 
carrying stipends of $300 and $200 
respectively. Research work eligi- 
ble for nomination may be con- 
cerned with chemical, physical, or 
physiological properties of glycer- 
ine, or with properties of glycer- 
ine-containing or — glycerine-de- 
rived materials. Official entry 
blanks required for making the 
nominations may be obtained from 
the Glycerine Producers’ Assn., 
295 Madison Ave., New York 17, 
N.Y. 

Parke, Davis & Co. Establishes 
Organic Chemistry Fellowship 


Parke, Davis & Co., Detroit, 


Mich., is the donor of a new Mul- 
tiple Fellowship at Mellon Insti- 
tute, Pittsburgh, Pa. This fellow- 
ship will carry on long-range inves- 
tigations in synthetic organic chem- 
istry, with general emphasis on 
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chemotherapy and particular em- 
phasis on the preparation of com- 
pounds for combatting viruses and 
tumors. 


Huge Helena Rubinstein 
Moving Job Completed 


What is claimed to be the big- 
gest moving job ever undertaken in 
the cosmetics industry has been 
completed by Helena Rubinstein. 
The entire Long Island City fac- 
tery, plus the 150-person account- 
ing cfhce from the Fifth Avenue 
Salon, have been moved to the 
company’s new, specially designed, 
modern two-story brick and glass 
factory and executive office at East 
Hills, Roslyn, L.1. 

The moving schedule and_ pro- 
gram included vacation periods for 
entire departments at a time, and a 
non-stop shuttling of trucks and 
trailers between the two factories 
on a two-shift schedule from 8 A.M. 
to past midnight every day of the 
week. Not a day of production was 
lost in any department, despite the 
fact that more than 700 persons 
and thousands of pieces of machin- 
ery and equipment were involved. 

Formal opening of the 320,000 
square feet air-conditioned plant is 


scheduled for September. The first 
floor will house the filling and fin 
ishing departments, the finished 
stock and shipping departments, 
warehouse space for supplies in 
containers, and the boiler room. 
The battery of boilers is a fully au- 
tomatic complex providing live 
steam for manufacturing. Anothe) 
feature is an inside loading area 
large enough for four trailer trucks 
at a time. 

The executive offices and a 
counting department will be on 
the second floor, as will the raw 
materials storage space, which per- 
mits gravity flow feed to depart 
ments on the ground floor. Also on 
the second floor will be an ultra- 
modern cafeteria, covering 5,000 
square feet, in which all equip- 
ment will be stainless steel and 
all counters will have formica 
surfaces. 

Tanks for mineral oil and alco- 
hol are buried in the ground and 
equipped with Bowser metering 
pumps. A railroad siding runs to 
the building, and there is a 300-ca1 
parking area. The grounds, which 
total twenty acres, are landscaped, 
and part of the acreage will be de- 
voted to the cultivation of certain 
vegetables essential to formulas. 





Telephone: 


FLUSHING 


JOHN HORN 835-839 TENTH AVE., NEW YORK 19, N.Y 
DIE STAMPING 


COLUMBUS 5-5600 


|THE C. E. ISING CORPORATION 


| MANUFACTURING CHEMISTS 
AROMATIC PRODUCTS 


FLORAL BASES 


ISOLAROMES 
(Fixatives) 


TRUODORS 


(For Perfumes and Toilet Waters) 
FOUNDED 1908 


NEW YORK 





ENGRAVING EMBOSSING 


* Cable Address 
HORNLABELS NEW YORK 
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Maurice R, Chez, president of Sales Builders, 

Inc. pins a corsage on the “Max Factor 
Girl” of 1952. 


Northwestern University Coed 
Wins Max Factor Girl Title 


The “Max Factor Girl” title for 
1952 has been conferred upon 
Sharon Lee Curtis, 17, Northwest- 
ern University coed from Scars 
dale, N.Y. She was selected in com- 
petition with more than 2000 co- 
eds from 352 colleges and universi- 
ties in 46 states. She spent a luxury 
vacation week in Hollywood, dur- 
ing which she ofhcially received the 
title and $5000 worth of prizes. 
The major award won by her was a 
$1000 scholarship, together with a 
$1000 fund for Northwestern Uni- 
versity. She was also screen-tested 
by Columbia Studios. 





LET US BE YOUR FACTORY 


Concentrate your efforts on sales 


Ww 


We do the manufacturing for you 


bs 


Bulk and complete packaging service 





C sssichilen Ba 


New York 3, N. Y. 


21 Irving Place 
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Pinwae Co. to Establish 
Chicago Plant 


The Pinwae Co. in California is 


arranging to establish manutactur- 


ing facilities in the East, to serve 
that part of the country and Pin- 
wae’s Canadian licensee, Palmers, 
Ltd. of Montreal. 

E. M. Pendergast, controller- 
treasurer, left on a tour of the 
United States and will stop off in 
Chicago where he will join Emily 
L. Watson, president, to discuss di- 


vision of manutacturing and ware 
housing facilities between the Chi- 
cago and San Gabriel plants. 


Antoine Chiris Co., Ine. 
Moves into New Quarters 


Antoine Chiris Co., Ine., has 
moved its executive offices, labora- 
tory, manufacturing, shipping and 
receiving departments to the Stack 
Building, 212 East 23rd St., New 
York, N.Y. The new telephone 


number is LExington 2-6035. 





Davis Factor (left), chairman of the board of Max Factor & Co. and T.G.A. president, and 
Max Factor, Jr. (second from left) introduce Sharon Lee Curtis, “Max Factor Girl’ of 1952, 
to the two screen-males-about-town she most desired to meet, John Carroll and Dale Robertson. 





CHICACO 
TORONTO 


How to produce 
more popular products 


Always remember— 
Never forget 


NORDA MAKES 
GOOD SCENTS 


Come to Norda if you want to make good 
scents pay off. Norda knows your needs. 
Norda scents make sales. Write today, 


right away, for free samples and catalogue. 


Norda ESSENTIAL OIL AND CHEMICAL COMPANY, INC. 


601 West 26th Street, New York 1, WN. Y. 


LOS ANCELES ST. PAUL MONTREAL 
HAVANA MEXICO CITY 
LONDON PARIS 
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Hazel-Atlas Glass Co. Buys 
Site for Container Plant 


The Hazel-Atlas Glass Co., 
Wheeling, W. Va., has purchased a 
75-acre tract of land located in the 
Chicago area as a site for construc- 
tion of a new plant for the manu- 
facture of glass containers, accord- 
ing to word received from presi- 
dent J. H. McNash. 


N.B.B.M.A. Cocktail Party for 
Dealers at Beauty Trades Show 


Beauty and barber shop supply 
dealers attending the National 
Beauty Trades Show at New 
York’s Hotel Statler, September 8, 
9 and 10, will be the guests of the 
National Beauty and Barber Mfrs. 
Assn. at a cocktail party and re- 
ception in the Statler’s Keystone 
Room, on Tuesday, September 9, 
5 p.m. through 7 P.M. 


Castor Oil Quota for Cosmetics 
Increased 50 Per Cent 
Companies using castor oil in 
the production of toiletries and 
cosmetics were permitted to con- 
sume, effective July 1, 1952, 50 per- 
cent of the amount of that com- 
modity used for such purposes in 
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How to produce 
more popular products 


Always remember— 


NORDA MAKES 
GOOD SCENTS 


Come to Norda if you want to make good 
scents pay off. Norda knows your needs. 
Norda scents make sales. Write today, 


right away, for free samples and catalogue. 


| 

| 
Norda ESSENTIAL OIL AND CHEMICAL COMPANY, INC, | 
601 West 26th Street, New York 1, WN. Y. 

ST. PAUL MONTREAL | 


TORONTO HAVANA 
PARIS 


the last three months of 1950, as a 
result of an amendment to Defense 
Food Order No. 1, issued by the 
Production and Marketing Admin- 
istration, Department of Agricul- 
ture. 


John H. Breck Inc. Moving 
Plant to West Springfield 


John H. Breck, Inc. has now lo- 
cated its warehouse, shipping and 
part of its manufacturing opera- 
tion at its new plant at Lowell 
Ave., West Springfield, Mass. Plans 
are to carry on all manufacturing 
in this new location. All executive 
and administrative functions will 
be carried on in Springfield as in 
the past. 


Commodities Freed of N.P.A. 
Allocation or Use Controls 


N.P.A. allocation or end-use con- 
trols have currently been removed 
from aluminum foil, antimony, 
bismuth, hog or pig bristles, cad- 
mium, aluminum closures,  alu- 
minum coilapsible tubes, lead, 
leather, naphthenic acid, resorcinol, 
natural rubber, sebacic acid, steel 
shipping drums, steel strapping 
and zinc. 






MEXICO CITY 


glass or plastic... x 


if it's a carefully designed, 
tailored -to-measure, 
selling package, 

it's generally a... 


BRAUN 
bottle 


For nearly half a century 
countless products — whether in private 
mold designs or one of our many 
stock items—have been assured 
success in a bottle by ... 


W.BRAUN CO. 


CONTAINERS AND CLOSURES 
304 N. Canal St. Chicago 6 


715 Fifth Ave. New York 22 


P. N. Wiemer New Cincinnati 
Drug, Chemical Assn. Head 


Paul N. Wiemer, Jr., owner ol 
the Taylor Greenwald Co., No 
wood, Ohio, has been elected presi 
dent of The Cincinnati Drug and 
Chemical Assn. Other officers for 
the ensuing year are Owen G. Sex 
ton, vice-president; Vernon Bb. 
Tucker, secretary; and Lawrence 
J. Meiners, treasurer. ‘Trustees 
elected in addition to the officers 
include Walter M. Eller, John C. 
Hutchison, S. E. Spencer, Jr., and 
Frank D. Nowland, past president. 


Congress Extends Price, Wage 


Controls Until April 30 
Congress has continued price 
and wage controls until April 30. 


D&O Receives New York City’s 


- 


Certificate of Business Merit 


“The Certificate of Business 
Merit” was recently presented to 
Dodge & Olcott, Inc. by the City of 
New York in recognition of D&O’s 
more than “One Hundred Years 
of Community Service.” The docu- 
ment was signed by Mayor Vincent 
Impellitteri and Commissioner of 
Commerce Walter T. Shirley. 
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Bjorksten Research Labs. Opens 
Washington Research Office 


Bjorksten Research Labs. has es- 
tablished an office in Washington, 
D.C., as a center for literature re- 
search in the libraries of the Pat- 
ent Office, the Library of Congress, 
and other Washington depositor- 
ies. Lhe office is under the direc- 
tion of James W. Perry, with 
Henry C. Tovey as_ literature 
chemist. 


Corday’s Benson Storfer 
Back on Television 


Benson Storfer, president of 
Parfums Corday, Inc., made a re- 
turn appearance on television on 
the Margaret Arlen program over 
WCBS-TV, August Il at 4 P.M. 
His initial guest appearance took 
place on the Herb Sheldon’s Show, 
where he discussed ‘““How to Live 
with Fragrance.” 


Soap Association’s Cleanliness 
Bureau Expands Staff 


The Assn. of American Soap & 
Glycerine Producers, Inc. has ex- 
panded the staff of its Cleanliness 
Bureau with the addition of two 
new members, Mrs. Gertrude Paul 
and Mrs. Rachael Bail Baumel. The 


DIE AND LABEL COMPANY 
Crealow of fine Yatels, Tags and Packages 


154 WEST 14th STREET, NEW YORK IT. NY 


ORegon 5-0228 
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bureau is engaged in a program of 
consumer information. 


Gair Cartons Div. Observes 
Its 50th Anniversary 


The Gair Cartons Division, Pier- 
mont, N.Y., of Robert Gair Co., 
Inc., New York, N.Y., is celebrat- 
ing its 50th anniversary this year. 
On February 12, 1902, paperboard 
was first run by the Piermont Pa- 
per Co., its predecessor, over the 
initial machine installed. This first 
machine turned out approximately 
25 tons a day. 


1953 National Beauty Salon 
Week February 22-28 


The 1953 National Beauty Sa- 
lon Week has been scheduled to be 
held February 22 through 28. 


World Trade Committee to 
Meet During Leipzig Fair 


The International Economic 
Conference in Moscow has elected 


an International Committee for 


the Promotion of World Trade, 
which will hold its next meeting 
during the Leipzig, German, Fair 
scheduled for September 7 through 
Ni. 
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Linaly!l Anthranilate 


N.P.A. Issues New Ruling for 
Self-Certifying Manufacturers 


Manufacturers of civilian items 
must obtain all controlled materi 
als either by the self-authorization 
procedure, or by filing a CMP-4B 
form, according to N.P.A. amend- 
ment to Direction No. 1 to CMP 
Regulation No. 1. 


Beauty, Barber Shops Still 
Free from Price Controls 


Prices charged and wages paid 
for services performed by barbers 
and beauticians continue to be ex- 
empted from price and wage con- 
trol in the Defense Production 
Act, as extended by Congress. 





Among Our Friends 


DR. CAMILLO CORVI of 
Milan, Italy, has been appointed 
agent to distribute products of The 
Wm. S. Merrell Co., Cincinnati, 
now being introduced in Italy. 


WALTER G. WILLIE has been 
appointed to the newly-created po- 
sition of assistant general sales 
manager of the Toni division of 
The Gillette Co. 


Aromatic Chemicals 
FOR PERFUMERY AND FLAVORS 


Iso Propyl Quinoline e 
Ethyl Anthranilate e 


Isobutyl Quinoline 
Butyl Anthranilate 


Skatol 
Linalyl Isobutyrate 


FAIRMOUNY 


600 Ferry Street 


INC. 
Newark 5, N. J. 
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MARGARET ROGERS _ has 


been appointed sales director of 





Margaret Rogers 


Mary Chess of Canada, Ltd. Mrs. 
Rogers will be permanently lo- 
cated in Montreal at 6958 Iber- 
ville Street. She will be in full 
charge of all sales policies and pro- 
motions for the Canadian com- 
pany. 


CHARLES A. HARRELSON, 
secretary-treasurer, Plough,  Inc., 
has been elected a director of the 
Memphis Control of the Control- 
lers Institute. JOHN V. PAGE, sec- 
retary and treasurer of Rayette, 
Inc., St. Paul, has been named to 


How to produce 
more popular products 


Always remember— 


ag §=©- Never forget 


NORDA MAKES 
GOOD SCENTS 


Come to Norda if you want to make good 


scents pay off. Norda knows your needs. 


the board of directors of the Twin 
Cities Control, RUDOLPH W. 
SANDBURG, controller, The An- 
drew Jergens Co., has been simi- 
larly honored by the Institute's 
Cincinnati Control. 


A. STANLEY MAAS, midwest 
representative for Felton Chemical 
Co., Brooklyn, N.Y., has recently 
moved trom Toledo to Cleveland 
where he will be more centrally lo- 
cated to service the company’s cus- 
tomers in the Ohio, Indiana and 
Michigan areas. 


VICTOR MARQUIS, Albert 
Verley & Co. has returned from a 
1100 mile automobile tour of Cape 
Breton, Prince Edward Island and 
Nova Scotia. While on his vacation 
he had ample opportunity to en- 
joy his favorite sport of fishing. 


RICHARD D. WEBB, son _ of 
R. RIGHTON WEBB of W. J. 
Bush & Co. Inc., New York, N.Y. 
has succeeded CECIL RICE as 
sales manager. Mr. Rice is now lo- 
cated in the Los Angeles branch 
of the company. 


LEO BERTISCH, president of 
United Cigar-Whelan Stores Corp., 
was honored for “distinguished 


Norda scents make sales. Write today, 


right away, for free samples and catalogue. 


Norda ESSENTIAL OIL AND CHEMICAL COMPANY, INC. 


service on behalf of democratic 
liberties” at the Drug, Cosmetic and 





Leo Bertisch 


Allied Industries Dinner for the 
Joint Defense Appeal. 


VICTOR PUERARI, manager 
of the Italian branch of Max Factor 
& Co., has returned to his head- 
quarters in Milan, after a two week 
visit to Hollywood. 


ROBERT HARRIS has been 
appointed brand manager for Ton- 
ette Children’s Home Permanent 
and Toni Spin Curlers. CLARK J, 
GUTMAN has been named to suc- 
ceed him as sales promotion 
manager. 





SEALED & GUARANTEED FOR YOUR PROTECTION 
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prompt delivery in sealed drums 


Essential Oil Producers Association — Guatemala, C.A. 


AGENTS 
JULIAN W. LYON 


7 Dey Street 


HAROLD A. SOTHERN 


New York, N. Y. 230 Park Avenue 
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j. M. SELDEN has been ap- 
pointed Manager of the Eastern 





J. M, Selden 


Division of Shell Chemical Corp. 
\ssociated with the marketing of 
Shell Chemical products — since 
1933, in his new position he 
will continue to administer sales 
activities. 

SHELDON LEVINSON has 


been promoted to vice-president by 


Clairol. 


MRS. ELIZABETH 
has been appointed Jay 
cosmetic buyer. 

PHIL KALECH, formerly with 
Tintair, has been named president 
and general manager of Jamieson 


GIBSON 
Phorpe 








LIPSTICK e@ 


SUPPOSITORIES e 


also 


PUNCHES FOR TABLETS 








SANITARY LIPSTICK 
e@ STYPTIC PENCILS 
MASCARA 


PROGRESSIVE LABELING MACHINE, Inc. 
137 West 22nd St., New York 11, N. Y. 
ROUGE e COMPACT POWDER 


Pharmacal Co., Detroit, private 
formula manufacturers. 


WALTER L. HARDY _ has 
joined Foster D. Snell, Inc. as di- 
rector of package engineering. The 
Package Engineering Division has 
been newly established, and a com- 
pletely equipped laboratory has 
been installed. 


OLIVE M. BOYD and ETHEL 
V. JOHNSON have been = ap- 
pointed Junior Sales Representa- 
tives for Tussy Cosmetiques. Miss 
Boyd will assist Arthur Roberts in 
eastern and western Pennsylvania. 
Miss Johnson will handle parts of 
Michigan, Illinois and Indiana un- 
der Al Bergstrom. 


PRESTON FURMAN was pre- 
sented with a thousand dollar cou- 
pon-type U. S. government bond by 
JOHN P. REMENSNYDER, pres- 
ident of Heyden, and was elected 
the first member of the Heyden 
Fifty Year Club at a luncheon held 
in his honor. He has completed 50 
years of continuous service with 
the company. 


ROBERT P. HERON has been 
appointed manager of the Phila- 


delphia branch of Innis Speiden & 


garded as his children. 


SHEET METAL GOODS : 





Co., Inc. L. E. MACKENSIE, of 
the New York office, will assist him 





Robert P. Heron 


in the outside sales activities of the 
Philadelphia branch. 


Obituary 


Prof. Freeman P. Stroup 


Freeman P. Stroup, 83, professor 
of pharmaceutical chemistry at the 
Philadelphia College of Pharmacy 
and Science, died July 19 shortly 
following a stroke. Known as “Mr. 
Chips,” he was unmarried, but had 
taught an estimated 10,000 stu- 
dents at the college, whom he re- 


CONSOLIDATED 
Established 1858 FRUIT JAR CO. 


NEW BRUNSWICK, NEW JERSEY 


SPOUTS : SPRINKLER TOPS : DOSE CAPS 


B-W LANOLIN U.S.P. 
EVENTUALLY—For better creams, with economy 


B-W Lanolin the superior quality puts into your cream that which gives the 
skin that smooth soft velvety feeling. 





B-W Lanolin will never cause your cream to darken, is best by test and con- 
tains over 15% free and combined Cholesterol. 


No other base used in your cream, equals the merits of B-W Lanolin. 


B-W HYDROPHIL (Absorption Base) Made in U.S.A. 


BOPF-WHITTAM CORPORATION 


Executive Office, Laboratory America’s Original Lanolin Producer Sales Office: 509 Fifth Ave. 
and Factory: Linden, N.J. ESTABLISHED 1914 New York, N.Y. 
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hornydra 


AN EFFECTIVE 
and 
ECONOMICAL 


ASTRINGENT 


a 


it is an anti-perspirant 

it is non-irritating to the skin 

it is only mildly acid 

it possesses deodorant properties 

it requires no buffering 

it does not damage delicate 

perfumes 

The wide acceptance of Chlorhydrol as the 

active ingredient in anti-perspirant and deodor- 
ant preparations demands a critical review of 
your own product. Specify Chlorhydrol and you 
will have the best. 


Send for sample and technical data today. 
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Market Report 


Market Developing Firmer Tone 


EAVY Formosan citronella 

arrivals for the account of 

soapers, good sales of new 
crop spearmint “oil for September 
forward, and a further strengthen- 
ing in glycerin all contributed to 
the general note of optimism that 
wevailed in trade circles regard- 
ing Fall trade. 

A few oils that had previously 
shown weakness displayed greater 
resistance toward further declines. 
After drawing on reserve stocks for 
many months, a revival in general 
business with the passing of the va- 
cation period will, it is believed, be 
more keenly reflected in sales of es- 
sential oils, aromatic chemicals, 
specialties and closely — related 
articles. 


Spearmint Oil Volume Up 


The increased consumption of 
spearmint oil over the past several 
months is attributed to the intro- 
duction of a number of chloro- 
phyll products in the retail field. 
Because of the limited quantities 
of old crop oil available in the 
mid-West and the high prices pre- 
vailing some small lots of material 
were “imported from Japan. In 
some quarters trade observers be- 
lieved that the small shipments 
from Japan could be the forerun- 
ner of a continued flow of spear- 
mint oil from Japan especially in 
view of the high prices existing in 
the domestic market. However, it 
was found that only very limited 
quantities were to be had in Japan 
and many cited the advantages of 
using American produced oil such 
as quality, and the advantages of 
transportation. The Japanese oil 
was found to meet the require- 
ments of the pharmacopeia, but its 
color and odor was reported as 
somewhat different from our home 
produced spearmint oil. Moreover 
some observers believed that once 
the initial demands for the new 
chlorophyll products were filled 
the call for spearmint oil would 
settle back to a more reasonable 
level. The heavy arrivals of citron- 
ella oil from Formosa and Hong 
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Kong were against purchases made 
earlier in the year. Soapers are be- 
lieved to be favoring this oil be- 
cause of its more attractive price 
as compared with oil from Ceylon. 
While prices from Guatemala and 
Ceylon have been working lower 
the declines have not been as se- 
vere as in the case of the Formo- 
san oil. 


Brisk Demand for Citrus Oils 


The demand for citrus oils, fruit 
flavors and specialties for the ac- 
count of confectioners and bever- 
age manufacturers was brisk with 
the high temperatures in many 
areas serving to spur sales of fin- 
ished products. Domestic lemon oil 
remained in a strong position. The 
supply was short. Dealers do not 
hold out for much relief in the sit- 
uation for some time to come. 
Only very limited amounts of Ital- 
ian lemon oil were to be had in 
this market. Florida orange oil 
showed a slightly easier trend over 
the past month. Trade observers 
were not at all concerned over the 
situation in the face of a good sea- 
sonal demand for closely related 
items and the absence of any bur- 
densome supplies. 

Other firm spots in the market 
included anise, clove bud _ oil, 
wormseed, and cananga. Since the 
supply of anise oil has been cut off 
for some time, there has been a 
gradual tightening of supplies 
which in turn has been accompa- 
nied by a rise in prices. While 
there was a slight easing in the 
supply of bergamot oil from Italy, 
spot prices continued firm and 
high. Caught between high costs 
of the spice and low price ceilings 
local dealers were unable to offer 
any clove oil from buds. Clove leaf 
oil was in demand at firm prices. 
Floral oils such as geranium, lav- 
ender and rose were meeting with 
a little more inquiry with dealers 
looking forward to a_ greater 
amount of activity in these items 
as preparations get underway for 
the coming Fall season. 


Production of synthetic alcohol 
and glycerin was resumed at the 
Shell “Chemical plant at Houston 
July 15 following a settlement of a 
two-month old strike. In view of 
the amount of glycerin production 
lost during the two month period, 
estimated at around 7,000,000 
pounds, the market continued to 
be featured by a strong tone. July 
production of both crude and re- 
fined was virtually all sold in the 
early days of the month and as 
much as 25 cents a pound was 
quoted on an occasional odd lot of 
crude soap lye. 


May production of glycerin 
dropped to 12,516,000 pounds from 
18,079,000 pounds in April and 
corresponding drop in stocks was 
noted to 57,690,000 pounds from 
62,423,000 pounds at the end of 
the previous month, April. Further 
losses in glycerin production are 
expected to be shown in June and 
July figures when they are 
completed. 


The outlook in menthol is 
highly clouded. Speculative influ- 
ences could very well have a de- 
cided affect upon the future trend 
regardless of the generally im- 
proved statistical position of the 
article. With no replacements com- 
ing from China in many months 
stocks here have been reduced to a 
relatively low level. New crop Jap- 
anese material cannot be expected 
to reach this market in any volume 
until October or November and 
offerings from Brazil are not par- 
ticularly pressing. The arrival of 
the heavy consuming season should 
likewise tend to lift sales but in 
spite of this, some observers are of 
the opinion prices might continue 
to decline. Currently quotations 
are about half of what they were 
a year ago. 

Fermentation alcohol producers 
breathed a sigh of relief here when 
Cuba announced that it sold a 
large quantity of molasses to a 
large distiller at 12¢ a gallon. The 
Cubans had been holding for 20 
cents a gallon for many months. 
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U:. MARCHING FIRE—and follow 
me!” Shouting this command, Lieutenant Carl 
Dodd struck out in advance of his platoon to lead 
the assault on Hill 256, near Subuk, Korea. Dur- 
ing the fierce in-fighting that followed, he con- 
stantly inspired his men by his personal disregard 
of death. Once, alone, he wiped out a machine gun 
nest; another time, a mortar. After two furious 


days, Dodd’s outnumbered, but spirited, force had 
won the vital hill. 





“You were helping, too,” says Lieutenant Dodd. 
“You and the millions of other citizens who have 
bought U.S. Defense Bonds. For your Bonds, 
which keep America strong, were behind the pro- 
ductive power that gave us the weapons we used, 


“I hope you'll go on buying Bonds—always. 
Because your Bonds—and our bayonets—make 
an unbeatable combination for keeping safe the 
land that we all love!” 


* * * 


Now E Bonds earn more! 1) All Series E Bonds bought 
after May 1, 1952 average 3% interest, compounded 
semiannually! Interest now starts after 6 months and is 
higher in the early years. 2) All maturing E Bonds auto- 
matically go on earning after maturity—and at the new 
higher interest! Today, start investing in better-paying 
United States Series E Defense Bonds through the Payroll 
Savings Plan where you work! 








Hirst Lieutenant 


varl EH. Dodd 
Medal of Honor 





Peace is for the strong! bor peace and prosperity save with U. S. Defense Bonds! 


Veeeeeeceeeseeseees 
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PRICES IN THE NEW YORK MARKET 
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(Quctations on these pages are those made by local dealers, but are subject to revision without notice) 


ESSENTIAL OILS 


All prices per lb. unless otherwise speci- 


fied. 
Almond Bit, FPA per lb. 3.00@ 
OD ME oie eee 08a 
Apricot Kernel ......... 0G 
DOE icacnebcaeweesebana 1.90@ 
Angelica Root ........... 115.00@ 
SS eee 2.004 
Aspic (spike) Span ...... 1.45 
ES errr 1.00@ 
Ec climadiees when a aw icone 1.554 
 tekigdawa neue ea 15.50@ 
SS errr 3.000 
Birchtar, crude .......... 150 
Birchtar, rectified ....... 2.704 
Boise de Rose ........... 4.254 
SO 2.654 
Cajeput (technical) ...... 2.004 
NN «Pa we'se'uca < o0's. 
Camphor “White” ....... 304 
Cananga, native ......... 9.504 
OS Re re 11.004 
RE ices ccncean ceeds 3.854 
CN ide ce 0kkwaa06 50.00@ 
CEN in. 6sc.0censvrvccs: SOOG 
Cassia, rectified, U.S.P.... 5.00@ 
Cedar leaf U.S.P. ........ 2.35@ 
oS eee 55@ 
MN Cetatihundhien nk avn 16.50@ 
Chamomile Hungarian ...255.00@ 
Cinnamon oil, Bark ...... 28.00@ 
DE Watctwtadinedhase 2.25@ 
Citronella, Ceylon ....... 704 


4.2: 
8: 
.6: 


wu 


2.25 
150.00 
2.50 
1.90 
Nom’. 
2.10 
7.00 
4.25 
1.65 
3.00 
4.50 
2.80 
2.25 
25.00 
50 
10.25 
12.50 
5.00 
62.50 
40.00 


fe #e 


0.40 
3.50 
70 
20.00 
300.00 
35.00 
3.10 
85 


De oe 1.10@ 
I, 6c sacene ki 50d 
Cloves, Zanzibar ........ 5.754 
Madagascar ........... 5.20@ 
CA Witvawiawiacdades 2.25@ 
SY | Sinn ca wea sae 23.50@ 
SMa ce reaiwenndexwns 4.500 
ak wh Sanaa es 5.10@ 
Dill 
, | Pr ae 4.000 
Te Nn ccceaccens 3.654 
ee 6.504 
Eucalyptus 80-85% ....... 1.10@ 
PG NO tae was aciuss 954 
Fennel, Sweet ........... 2.604 
Get GOED viecvcceccecns 6.504 
I once icdnceneeas 2.354 
Geranium, Rose, Algerian 15.75@ 
EY 35 5d eck eriks 14.254 
TE: ancgucmeeweces 7.00@ 
GE ecvewecneecaewaeuus 15.404 
Guaiac (Wood) ......... 1.904 
act turiwaceees 2.25@ 
Juniper Berry ........... 2.654 
CE ED csndawecacna 10.00@ 
Ee ee 2.85@ 
Lavender, French 40-42% 5.854 
| ee 6.00@ 
SS ee 5.904 
LOMIOMGFASS 60... ccccccecs 1.40@ 
Limes, distilled .......... 7.50@ 
NONE hccccncscccs 7.75@ 
Linaloe wood ............ 3.85@ 
Reve COR ciccvsccens 10.00@ 
DN? cdeedneveusascasees 3.554 


Let Bush compounds 


add sunshine 


1.25 
.65 
6.80 
5.65 
3.00 
26.00 
5.29 


6.00 


4.50 
4.00 
7.00 
1.45 
1.30 
3.10 
6.75 
2.75 


25.00 
18.00 
7.75 
18.50 
2.25 
2.80 
3.00 
12.00 
4.00 
7.85 
6.25 
9.80 
1.85 
8.40 
10.00 
4.20 
12.00 


4.25 


Ct CCE CCE TR OTA 3.504 
Neroli 
IN fadewecevawsen 90.004 
WR ec duieie ss cians 200.00 
Nutmeg, East Indies ..... 3.854 
Ocotea Cymbarum ...... .70G 
CHI oes ocddweccaws 5.604 
RINE coxa d bac eae 45.00@ 
Orange, Florida ......... 1.854 
DN 6 kekadweciwads 1.50 
eer re 1.95@ 
ROE SG dnadiena voces 1.10@ 
Origanum, rectified ...... 2.25@ 
Orris Root, concrete (oz.) 7.00@ 
Concrete, extra ........ 10.50@ 
ree 7.254 
Pennyroyal, Amer. ...... 4.10 
MIN in vcvtcuccccd. 2.50@ 
Peppermint natural ...... 7.004 
ae 7.50@ 
OS a rere 2.754 
Pimento, Berry ......... 4.80@ 
DM we tddekv ee Ck aKee es 2.654 
Pinus Sylvestris ......... 2.504 
A) a ee 2.704 
Rose, Bulgaria (oz.) .... 42.25@ 
Synthetic, Ib. .......... 30.004 
Rosemary, Spanish ....... 85@ 
SO SE cc ccccccees 1.05a 
Sage, Dalmatian ......... 9.754 
Sandalwood, N. F. ....... 10.00@ 
Sassafras— 
MEIER h diedecvadececs .65@ 
SU WIE 6 6 oc éhacccenes 31.00@ 
DONNIE once cvaesecans 8.654 


to your products 


W.J. BUSH & CO., Inc. 


19 West 44TH STREET, NEW YORK 36, N. Y. 
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POOOD: ds is sas bWendiweses 2.25@ 
Sweet birch Southern ....  2.25@ 
ND og cu hoe cea ar 4.95@ 
PE cc sehesunseness 8.35a 
TE cs vase eueos 2.004 
ME Scck pended ieaaeene 2.35@ 
Valarian, extra ......... 75.00@ 
Vetivert 
eer eroperec. 23.50@ 
isa cs kph acatwa 18.504 
SE 5s onan nt odcsese eat ee 
Wintergreen, Southern ... 3.35@ 
NN 6 cease Seance 5.85@ 
En Lei ce chen 8.50d 
COIN ns nns sr 00s-00.0 6.25ad 
Ylang Ylang, Bourbon ... 18.00@ 
PEO -Socse ssacdeuswn 12.85 


TERPENELESS OILS 


Dl. trsekisasusenctceuns 3.00 
BergamMet ..cesscccscevse See 
OM sincvscescsned 16.004 
rere 11.00@ 
REINA ics 15d aig tiers o's oo 
DS fee oo ae 80.00@ 
eee 60.00@ 
CRN BHO onc cccscccce 142.00@ 
WED ss vwiscsccesed 15.25@ 
rrr 5.50@ 
eer 12.504 


DERIVATIVES AND CHEMICALS 


Acetaldehyde 50% ...... 2.15@ 
Acetaphenone ........... 1.60@ 
eS 1.95@ 
Pee shistxcesanscabys 12.50@ 
Te satisnsheciinvesehe 2.00@ 
hy SS Aer: 13.85@ 
a a oe 2.40@ 
Aldehyde C 8 .......... 9.00@ 
SRR Sa ey 17.10@ 
GD yak skenuubowacet en 7.75@ 
ee $onkekonsensaes . 18.60@ 
J a ree 15.30@ 
C 14 (Peach so-called) 6.85@ 
C 16 (Strawberry 
so-called) ....... 9.854 
Ameyl ACOARS 6 iccciccses 55a 
Amyl Butyrate .......... 1.00@ 
Amylcinnamic Aldehyde . 2.20@ 
Amyl Formate .......... 1.00@ 
Amyl Phenylacetate ..... 3.75@ 
Amyl Propionate ....... 1.25@ 
Amyl Salicylate .......... 0G 
Amyl Valerinate ........ 2.00@ 
ES Sen E ee ccvcawwe ss 1.50@ 
Anisic Aldehyde ........ 2.654 
Anisyl Acetate .......... 6.004 
Benzyl Acetate .......... 154 
Benzyl Alcohol ......... .78@ 
Benzyl Butyrate ........ 1.75@ 
Benzyl Cinnamate ...... 3.30@ 
Benzyl Formate ........ 2.00@ 
Benzophenone .......... 1.75@ 
Benzyl-isoeugenol ....... 985d 
Benzyl Propionate ...... 1.60@ 
Benzyl Salicylate ....... 1.90@ 
Benzylidene Acetone .... 2.00@ 
PE int ekhness os 5.75@ 
Butyl Acetate, normal 17a 
Cinnamic Alcohol ....... 2.654 
Cinnamic Aldehyde ..... 1.25@ 
Cinamyl Acetate ........ 3.75@ 
SN, Bis My. avnncns shun 4.00@ 
NE Cesk Edkevaenne 2.204 
Citronellyl Acetate ....... 2.75@ 
Citronellyl Butyrate ..... 5.35@ 
Se 2.95@ 
Cuminic Aldehyde ...... 6.00 
ci Siren eens 2.854 
Diethylphthalate ........ 333544,@ 
Dimethyl Anthranilate ...  5.75@ 
Diphenyl Methane ...... 1.15@ 
Diphenyl Oxide ......... 604 
Ethyl Acetate ........... 354 
Ethyl Benzoate ......... 85a 
Ethyl Butyrate .......... 8204 
Ethyl Capronate ........ 2.004 
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Ethyl Cinnamate ........ 2.50@ 
Ethyl Formate .......... -70@ 
Ethyl phenylacetate ...... 1.20@ 
Ethyl Propionate ....... .90@ 
Ethyl Salicylate ......... 1.00@ 
Ethyl Vanillin ........... 6.75@ 
I. one tess sae 2.354 
NE. Sicd vicscesorus ne 3.25 
Geranoil, dom ........... 1.40@ 
Geranyl Acetate ......... 1.70@ 
Geranyl Butyrate ........ 4.75 
Geranyl Formate ........ 4.654 
Guaiac Wood Acetate ... 4.65@ 
Heliotropin, dom. ....... 3.754 
Hydrotropic Aldehyde ... 6.00@ 
Hydroxycitronellal ...... 6.254 
os 5 ging wei ie 19.25@ 
SE ECOPEROP ELE 1.65@ 
Iso-butyl Acetate ....... 85@ 
Iso-butyl Benzoate ...... 1.10@ 
Iso-butyl Salicylate ...... 2.15@ 
Iso-eugenol .............. 1.10 
NS re err 2.10@ 
EE esikwces ne cheee ns 6.504 
Linalyl, Acetate 90% 6.25 
Serer 4.85@ 
Linanlyl Formate ........ 12.25@ 
Linalyl Propionate ....... 11.00@ 
Menthol 
obec sevicae 6.25 
ND se ise backans 7.35@ 
Sree 6.80@ 
Methyl Anthranilate ..... 2.40@ 
Methyl Anthranilate extra . 2.75@ 
Methyl Benzoate ........ .60@ 
Methyl Cinnamate ...... 1.75@ 
Methyl Heptenone ...... 6.254 
Methyl Heptine Carbonate 40.00@ 


Methyl Naphthyl Ketone.. 3.30@ 
Methyl Phenylacetate .... 1.20@ 
Methyl Salicylate ........ 50@ 
Musk Ambrette ......... 5.60@ 

DEE bckbawsnkeuaved 5.35@ 

NE ES Siang Kim 1.75@ 
Neroline (ethyl ether) ...  2.50@ 
Paracresyl Acetate ....... 2.20@ 
Paracresyl Methyl Ether .. 2.50@ 
Paracresyl Phenyl-acetate . 4.75@ 
Phenylacetaldehyde 50% . 2.75@ 

oie ckbaew seks 4.10@ 
Phenylacetic Acid ........ 1.65@ 
Phenylethyl Acetate ...... 1.80@ 
Phenylethyl Alcohol ..... 1.75@ 
Phenylethyl Butyrate .... 4.20@ 
Phenylethyl Propionate .. 3.40@ 
Phenylethyl Salicylate .... 4.35@ 
Phenylethyl Valerianate .. 5.70@ 
Phenylpropyl Acetate .... 3.40@ 
Phenylpropyl Alcohol 2.90@ 
EE. Snes din chsh bexs 1.00@ 
re 2.65@ 
Styrolyl Acetate ......... 1.75@ 
Thymol, crystals ......... 3.65 
Vanillin (clove oil) ..... 6.75@ 

PEED 60 i500K0500% 3.00@ 

Ne Sees ikncnnee vs 3.00@ 
Vetiver Acetate .......... 47.50@ 
Violet Ketone Alpha .... 9.90@ 
Yara Yara (Methyl ether) 2.35@ 

BEANS 
Vanilla beans— 

ND ein nine dale aot 2.65@ 
ME 6s oi0.0.2.0 60 ais 2.604 
Mexican, whole ......... 3.25@ 
OS errr 2.404 
Tonka Beans Surinam .... 1.00@ 
ee 1.75@ 


SUNDRIES AND DRUGS 


MIN fc dgmih ds tawsswar 104%@ 
Ambergris, ounce ........ 8.00@ 
Balsam, Copaiba ........ 1.50@ 
"Ee ee 36.004 
eee eee 1.60@ 
Beeswax, bleached, pure 
NEES awit’ i655: 164 
Yellow, refined .......... .63@ 
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Bismuth, subnitrate ...... 2.65@ 
Borax, crystals, carlot ton 61.25@ 


Boric Acid, U, S. P., ton 129.00@ 


Calcium, Phosphate ...... 8G 

Phosphate, tri-basic .... .06°4@ 
Camphor, pwd., domestic . .60@ 
Castoreum, nat., cams ..... 7.00@G 
Cetyl, Aleohol Extra ..... 1.32@ 
Chalk, precip. bags, clts .. .0274@ 
Cherry Laurel Water, jug, 

ne parece MeRes sew 1.25 
Citric Acid .............. 28%@ 
POC e Tee eT tee 4.457 
Cocoa butter, bulk 724,a 
Cyclohexanol (Hexalin) 304 
Dextrine, white, ewt. ..... 8.684 
Fuller’s Earth, Mines ton . 27.00@ 
Glycerin, C. P. ......... 3444@ 
Soap LyG, OFORS. 6c evees 25 
Gum Arabic, pwd. ....... 18@ 

MRS tt 4 aan ows Fare 14a 
Gum Benzoin, Siam ...... 3.504 

ITS V0 oan acvneen 38a 
Gum Galbanum .......... 804 
Gum karya, pwd. ........ 304 
NEE ccostiassckkore 304 
NR, 5 0 5v5 055000 214 
IN ed is 6c wie win an oR 05a 
I cue ees ds sie 1.104 
Lanolin, hydrous ........ 36a 

OS asics wecdaves 364 
Magnesium, carbonate .... .114@ 

PE tsetse erie 38d 
IR ug nce n dee a 10.00@ 
Olibanum, tears ......... .20@ 

sor re 16@ 
Orange Flower Water, 

ec Ckataeeisnes Riad 1.75@ 
Orris Root, Italian ....... .20@ 
eae arr 06344 
Peroxide (hydrogen U.S. P.) 

DUG ike bon ci keer see e 0334€ 
Petrolatum, white ....... 06344 
NE EE sacs vex ene 0a 
OED aka spesscccces 1G 
Rose flowers, pale ...... 604 
Rose Water, jug (gal.) ...  1.50@ 
Rosin, M. per ewt. ...... 8.254a 
NE OED 600800 ¥e009 464 
De CS vncnvasnees 2.75@ 
Silicate, 40° drums, works, 

BOP OME 0.005 Kcséeacs. 1.10@ 
Sodium Carb. 

58% light, 100 pounds .. 1.60@ 

Hydroxide, 76% solid, 

Be INS 60.000 05000 3.35@ 
IEE wo.o5sa050 348m 344 
Rr errr 1.50@ 
NINO BOE vnc cicccsons 6 45144@ 
Tragacanth, No.1 ........ 3.00@ 
Triethanolamine ......... .264@ 
Violet Flowers .......... 1.85 
Zinc stearate, U.S.P. ...... 37a 

Crs se evecvnns 18YAU 


OILS AND FATS 


Castor, refined, drums .... .3144@ 
Coconut, crude, Atlantic 

“i intent Eee 11344 

Double distilled, drums .20144@ 
Corn, crude, Midwest, 

EOS ie u's ow ks 1244 
Corn Oil, refined, tanks .. .15544 
Cottonseed, crude tanks .. .1254@ 


Grease, white ........... 061444 
Lard, CRIERBO ..cccscccs AAG 
Lard, Oil. common, 

ee ere ree 10Ya 
Olive, edible (gal.) ..... 2.154 
Peanut, crude tanks ..... 164a 
Peanut, refined tanks .... .1944 
Red Oil, single distilled 

EE Oe BLA 

Double distilled ...... 16a 
Stearic Acid 

Triple Pressed ........+- 44a 

Double Pressed ....... 124 
Tallow, acidless, drums ... 10@ 
IN II. ove a eo 06344 


The American Per 
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CLASSIFIED ADVERTISEMENTS 


Rates per line, per insertion: Business Opportunities, $1.00; Situations Wanted 


and Help Wanted, 50c. Please send check with copy. 


BUSINESS OPPORTUNITIES 


WANTED: Cancelled-unshipped-rejected or overstocked toiletries, 
chemicals, drugs, solvents, pharmaceuticals, oils, pigments, etc. 
CHEMICAL SERVICE CORPORATION, 80-08 Beaver St., New 
York 5, N. Y. HAnover 2-6970. 


WANTED: A Good used Viscolizer or homogenizer. Give size, 
make, price and condition. Write Box 2928, The American Per- 
fumer, 48 West 38tk St.. New York 18, N. Y. 


FOR SALE 


Miniature Perfume Bottles 
from \%& dram to \% oz. 


HANDMADE GLASS NOVELTIES 
MINIATURE GLASS FUNNELS 
SPECIAL ORDER WORK 


KENBURY GLASS WORKS 
38 W. 32nd Street New York 1, N. Y. 


FOR SALE: Michigan Avenue, Blue Book and Lonely Copy- 
right’s on these three perfume names. Also quarter oz. and 
half oz. Czechoslovak Crystal Perfume Bottles. A, R. Bennett, 
1100 North Dearborn, Chicago 10, Ill. Superior 7-4955 


IF YOU KNOW 
COSMETIC PRODUCTION 
AND EQUIPMENT 

IF YOU ARE QUALIFIED 


TO WRITE ON THIS SUBJECT 


and if you would welcome adding to your present income, a 
national advertising organization offers an interesting oppor- 
tunity. Write Box 2952. The American Perfumer, 48 West 38th 
St.. New York 18, New York. 







FIFTH AVENUE 
PROTECTIVE ASSOCIATION 


142 Lexington Ave. Our Own Building 
New York 16, N. Y. 


47 Years of “RESULT PRODUCING” Service 
Proves Our Worth. The “TRADES” Recognized 
CREDIT and COLLECTION AGENCY. 


“TRAVELING ADJUSTORS == RESULTS" 
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PROFESSIONAL SERVICE 


“L’ART de la PARFUMERIE par EXCELLENCE” 


DR. JEAN JACQUES MARTINAT 


PERFUMER-CHEMIST CONSULTANT 


Perfumes 
Cosmetics Creations of Highly Original Perfumes 


Toilet Articles Duplications of Most Difficult Fragrances 
— Unique Kind of Professional Services. 
*Lavors 


333 WEST 52ND STREET, NEW YORK 19, N. Y. 


amy aqui TEL. PLAZA 7-3861 


OUR CHEMICAL CONSULTANTS CAN HELP YOU 
In Cosmetic Formulation and Improvement 
We likewise serve in Packaging Problems . . . Perme- 


ability and Dermatological studies . . . Organoleptic Panel 
Tests on Taste, Odor, Flavor Evaluation. 


Write Today FOSTER D SNELL 


for Booklet No. 3 RESEARCH LABORATORIES 


29 W15'» St. New York HLNY y 
“The Chemical WA 


Your Business” ata eta ke 
Cae asa La 







Carl N. Andersen, PhD 


Consulting Chemist 
Cosmetics, Soaps and Synthetic Detergents 


342 Madison Ave., New York 17,.N.Y. Laboratory: Briarcliff Manor, N.Y. 
Phone: Vanderbilt 6-0492 Phone: Briarcliff 6-1550 








LEBERCO LABORATORIES 


Irritation Studies—Sensitivity Tests 
Toxicity and Safety Tests on 
Shampoos—Cold Wave Lotions—All Cosmetics 
Pharmaceutical and Cosmetic Research 
Hormone Assays—Bacteriological Studies 

127 HAWTHORNE ST., ROSELLE PARK, N. J. 









ALBERT B. PACINI, Sc.D. 


Cosmetic Consultant 






Processes Products 
208 N. Maple Ave., East Orange, N. J. 
Tel.: ORANGE 2-7806 





GEORGE W. PEGG Ph. C. 
Consulting Chemist 
MEDICINALS COSMETICS 


Specializing in Labeling and Advertising 
to meet Federal and State Regulations 


Appointments promptly arranged 
57 Fourth Ave. Telephone ORange 3.9007 East Orange, N. J. 
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CAMILLI, ALBERT & LALOUE, S.A. 


Grasse, France 


ALMOND OIL, BITTER F.P.A 


ANGELICA 


BAS!I!. GRASSE 
Terpeneless 


BERGAMOT, 


MAXIMAROME 
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GALBANUM 
HYSSOP 
LAVENDER 
LAVAND!IN 


CHAMOMILLE Roman LOVAGE 


CARROT 


CELERY from Seeds 


CLARY SAGE 
CORIANDER 
COSTUS 
CYSTE 


MELISSE& 
NIAOULI Natural 
OLIBANUM 
OPOPONAX 
ORANGE Bitter 
OTTO OF ROSE 


Established 1830 


PATCHOULY 
PEPPER Black 
PETITGRAIN 
ROSEMARY 
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VETIVERT 
YLANG YLANG 


Above Natural Perfumers’ Materials Stocked by Our American 
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¢ C1 C blends perfectly with the natural Jasmines. As high as 75% can be 
nd ac l la 


added without risk of changing the natural dominant note. A solution 


 — 


comprising 3 oz. YASMAL to one gallon 39C alcohol compares very 
Is both an interesting and an economi al interpretation of that warm 


favorably to a washing from the Jasmur concrete. Such a solution is 


basic fragrance noticeable in the absolute Jasmine extracted from the excellent in finishing distinctive perfumes. Write today for an experi- 


fresh flowers. YASMAL is an unusual raw material for formulations. It mental sample of Y ASMAL. 


THE DOW CHEMICAL COMPANY 


Aromatics Division * 629 Grove Street * Jersey City 2, N. J. 


Dow Chemical of Canada, Limited, Toronto, Canada 


Exclusive Sales Representative for SYNAROME in the United States, Canada and Cuba 





from pure research to original creations 


Through pure research, Firmenich has helped to extend the field of 

technical knowledge in perfumes and cosmetics for nearly sixty years. In 

making Firmenich your source of supply, you enjoy the benefit 

of the original work of one of the world’s most distinguished group of chemists and the 
sefvice of experienced perfumers in the application of Firmenich’s 

rare reproductions to your fresh and original creations. Firmenich facilities 
—world-wide and world-renowned—are at your command, 


FIRMEN i GH incorPorated 


250 WEST 18TH STREET - NEW YORK 11 
FIRMENICH OF CANADA, LIMITED, 348 WALLACE AVENUE, TORONTO * CHICAGO OFFICE: 612 NORTH MICHIGAN AVENUE 
GENEVA * PARIS * LONDON 








